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As part of the Defense Manpower Data Center’s charter to develop an integra;te’dv
ﬁlarket research base, the Humap Resources Research Organization (HumRRO) cqntracted
to identify and synthesize military market research conducted over the last 15 years. The
work performed under the contract (MDA903-89—C-0257) summarized relevant research to
date, and provided informat"ion on using.market research efforts more .c.fﬁc‘icn‘tly. The
project involved four. major activi'ties: 1) meeting with Service and Office of the Secretary
of Defense (OSD) points-of-contact to gather reports on OSD and Service-sponsored market
research; 2) identifying relevant studies and preparing annotated bfbliographies that included
study objectives, major content categories, methodologies, data bases; and major findings;
3) conducting é workshop with representatives from the Services’ recruitiﬁg and research
cbmmunitiéé; and 4) synthesizing findings. ‘

Three products were generated under the study: 1) A technical report, FR-PRD-91-Y'
68, documenting and synthesizinig the results of market x"e;earch conducted under mjlitarx
auspices; 2) A compendium of annotated abstfacfs of military manpower market research
studies, FR-PRD-91-09, available from the Market Research Branch of the Defense
Manpower Data Center (DMDC); and 3) A,managefne'nt feport, FR-PRD-91I-10, which
provides recommendations to- decisionmakers regérdiné the design, management, and
.application of rm'i;' *ary manpower market research.

The authors wish to acknowledge the support of many pcfsons within the Deparﬁnent
of Defense. vyho contributed greatly to the project. Professionals from the Defense

: Manpower Data Center; the Office of the Assistant Secretary of 'Defénse (Force

Management and Personnel) (OASD/FM&P); OSD Comptroller; and the OASD for
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Program Analysis and Evaluanon- members of the Service policy staffs and recrumng and
: advemsmg managrrs within each of the Service’s recruiting organizations participated in
extensive interviews with the HumRRO staff, and provided valuable observations and insight
to this effort. The team particularly wishes to thank Ms. Elaine | ellman, contract momtor,
and Dr. Jerome Lehaus from DMDC. Ms. Sellman’s help in obtaining relevant data and
gaining access to key personnel, and her guidance to the project staff were invaluable to the
completion of tt{is endeavor. We wou!d also like to thank Dr. Michael Benedict of the U.S.
Army Research' Institute for the Behavioral and Social Sciences (ARI) for bis review of

chapter two.

The members of the Joint Market Analysls Research Committee (JMARC) exccutive

committee provided their time and expertise in reviewing and supplementm the list of
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" Dr. Connie Schroyer prepared the technical reviews and were primarily responsible for
developing the ﬁndings‘and recommendations. Mr. Pat Lerro served as Project Director,
and elong with Dr. Brian Waters served as a critical reader of tlte manuscript. Ms. Emma
- James deserves specxal accolades for the typmg, formatting, and edmng documentatron
The opinions expressed in thic report are those ot the authors and do not represem

Department of Defense position or policy unless off1c1ally documented elsewhere. The

authors appreciate the input provided by many sources within DoD; however, they remain’

responsible for the content of the report.




EXECUTIVE SUMMARY

In the early years of the All-Volunteer Force (AVF), military manpower planners and |

recruiting managers saw the need to identify and conduct market research studies to support
recruiting and sustain the AVF, Transitioning to a large peacetime standing force wholly
through volunteers was challenging and complex. Recruiting shifted from a fairly simple
mode wherein youth, under pressure of conscription, actively sought out recruiters to a
complex mode wherein the Services found themselves in competition for a diminishing pool
of youth who had many options and no pressure to lead them to recruiters.

Recruiting managers drew extensively on the tools of privace sector marketing to
stimulate the supply of volunteers. The literature on the relative contributions of advertising
and a sales force (when marketing an intangible, high-risk, once-purchased product)
influenced the structure of the military recruiting effort. Planners borrowed from private

sector marketing theory, practice, and expertise. The rudiments of a military market -

research program began to examine the enhstment decxsron process and evaluate recruiting
and advertising activities. . :

Over the last two decades, military planners have 1 sed increasingly more sophisticated
market research techniques to better understand mar'<t conditions, competitive dynamics,
and the desires of prospective recruits. Office of the Secretary of Defense (OSD) and the
Military Services examined the supply and demiand sides of the marketplace; the relationship

between them; the impact on supply of changes within the monetary and non-monetary’

aspects of the product; demographic and psychographic (or lifestyle) patterns of various
segments of the marketplace; quantitative and qualitative communications research; and
cbrnparative performance between the Services.

There is no doubt that market research has made a major contribution to mlhtary
recruiting success. This project has highlighted the level of effort, particularly on the part
of the Army, to gather market information. The research has been high quality. Most
recommendations, therefore, focus on more global issues about the body of research as a
whole and on directions for future work

The Market Research Branch of the Defense Manpower Data Center (DMDC)
desired a comprehensive literature review of military manpower market research findings.

The object was to capture the essence of the range of work done to date; to make use of

the large, and currently disaggregated, archives of market research data; and to provide

- recommendations.

Studies screened were classified into one of three major groupings: Understanding

the Market, Identifying the Market, or Influencing the Market. The three were further
divided into 17 subcategories. Abstracts of more than 1,000 studies were scanned. From
these, 225 studies were reviewed, focusing on the breadth of knowledge in these studies as
opposed to an in-depth review of a few. The results of the synthesis were presented in
September 1990 to a workshop, which included 35 participants representing Service
' recruiting commands, research offices, policy staff, and DMDC. The results of the literature




review and the workshop, and their implications, comprise this technical report. The
following paragraphs summarize the literature from the three major categories.

Understanding the Market

The primary method for market-related research devoted to understanding enlist- -
ment-age youth has been surveys. Surveys measured enlistment propensity, motivations,
attitudes, qualifications, and demographic characteristics of youth. They also tapped know-
ledge and perceptions of Service benefits, awareness of Service advertising, and the levels
. of contact with recruiters. The focus of studies was on youth who are categorized as "high
* quality" (ie., high school diploma graduates who achieve a score at or above the 50th
percentile on the Armed Forces Quahﬁcatlon Test [AFQT]).

. Most surveys provided information related to (a) enlistment propensxty, (o) the
motivating factors considered most important by youth, (c) market segmentation, and (d)
youth media habits and awareness of miltiary advertising. Propensity was between 12-20 .
percent, usually falling at the lower end of the spectrum. It was shown to be stable across
years, although propensity differed toward particular Services. Differences were found when
considering gender, ruce, educational aspirations, and estimated quality of surveyed youth.

. _The summation of survey reports indicate, for example:

] Non-hxgh school graduates had higher propensity to enlist than did high school
graduates. ‘

° Propcﬁsity increased as high school grades decrease.
° Men had higher propensity than women.

®  Blacks had higher pfopensity than whites; however, as the estimated aptitude
scores of blacks increased, their propensity declined at a steeper rate than
other racial/ethnic groups.

o ~ As age increased from 16 to. 21, propensity decreased.

. There was a curvilinear relationship between predicted AFQT and propensity.
(low AFQT corresponds to low propensity; as AFQT rises, propensity rises,
but only up to an estimated AFQT «f 55 -- after 55, the propensity begins to
dechne)

] Those unemployed, but lookmg for work, had higher propensities than those
employed, but those unemployed and not looking had the lowest propensity
in the three categories.




In short, those with the highest interest in enlisting were not necessarily the applicants
sought by the military. In addition, studies consistently showed a fairly strong relationship
between propensity and enlistment behaviors, even after controlling for effects of
demographic variables. Propensity was found to predict test-taking behaviors as well as
actual enlistment in the Services. :

In regard to the motivations and attitudes of youth, the surveys identified consistent
goals, or values considered important to youth. Those ranked highest by youth include:

° Developfng one’s full potential.
e . Having a secure future.
° Having a job of which one could be proud.

Living/working in a stable environment.

L Being respected by. family and friends.

. Being prepared to work in a ugh-tech environment.
° Obtaining a useful skill.
o Being able to meet physical and inenfal challenges.

In regard to advertising awareness and media habits, the surveys indicated that while
- youth spend twice as much time listening to the radio as compared to TV, and seven times
more than reading magazines, TV and magazine ads had higher recall percentages than
radio. The surveys also showed differences in advertising awareness and media habits by
age, AFQT scores (both estimated scores derived in the Youth Attitude Tracking Studies
[YATS] and the Army Communications Objectives Measurement System [ACOMS] Study,
and actual scores derived from New Recruit Surveys), and ethnicity.

'Ihe relationship between awareness and perceptions was 51gn1t1cant Those who
recalled specific Service advertising were more familiar with Service offerings; those who
were familiar with Service offenngs generally had a more positive perception of that Service.

Identifying the Market
Without conscription, the Services had to compete directly with the private sector and
post-secondary schools for bright young recruits. Justifying recruiiing programs and

resources required models that quantified the impact of economic and other variables on the
supply of enlistments. In what were known as enlistment supply studies, analysts estimated
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mathematical relationships betwcen the number of enlistments (accchions or contracts) and
a variety of explanatory variables. ' -

Models of enlistment supply were developed within an economic framework. That
is, it was assume that individuais compare work in the military with work in the private
sector, and selec: the one that maximizes economic benefits. Examples of supply factors
used are relativ:: military compeisation (the ratio of civilian wages to military compensation
that includes nay, tax advantages, and subsistence), youth population, unemployment, and
recruiting effort. Enlistment supply models were developed using econometric regression-
based techniques. These techniques ranged from simple ordinary least squares (OLS)
regression using aggrcgate, cross-sectional data to more sophisticated stochastically-linked
switching regressions designed to account. for supply-demand constrained functxons,
simultaneity bias, and autocorrelation. ,

‘Enlistment supply studies had four main purposes: (1) production of long-term
forecasts (5-7 years) of enlistment contracts or accessions, (2) computation of economic
elasticities of variables affecting the eniistment decision, (3) quantitative insights into
resource allocations, and (4) short-term forecasts (up to 12 months) to forewarn of impend-

" ing suppiy/demand disequilibrium which would necessitate policy changes.

Researchers employed the concept of elasticity when reporting supply effects. The
ela'sicity of supply of a factor is the percentage change in en'stments for a one percent
change in the factor. Supply studies showed wide variations in the type of data, explanatory
variables, and the functional form of the estimated relationships. Through 1983, studies
. yielded more questions than answers. While most authors agreed on the direction of effects,
~there was wide divergence in magnitude. The early work on enlistment supply should be

viewed not so much in terms of a synthesis where one tries to tuing together divergent views,
but in terms what was learned. regarding the process of estxmatmg supply. The most
important procedural lessons learned were:

® Recruiting accomplishment should be measured in terms of contracts not
accessions.
° It is critical to include appropriate variables. At a minimum, a model shouid

include measures of unemployment, civilian and military pay, and recruiting’
effort (recruiicrs and goals).

® ' The lower the level of data aggfegation, the better. Long time series at the
recruiting orgamzanon level (battalion, dxstnct squadron) provide more stable
mformatxon

 T.zarning from its early efforts. over the past 10 years the research community
significantly increased the sophistication of its efforts in terms of the numbers and types of
independent variables used, the level at which data are collected, and state-of-the-art
techniques employed to. measure the effects of these variables. There has been a continual
strong trend toward increased methodological rigor and more complex specifications. This
has resulted in more accurate understanding of business cycles, improved eéconomic
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projections, and an increased capability to explore the interactions of economic and

demographic variables related to the enlistment decision. Estimates of supply elasticities of
Army enlistments obtained from more recent studies have tended to converge. This move

toward agreement of results achieved by different authors provides a sound basis for
consensus estimates of supply elasticities. Conclusions for the other Services are less precise. .
Consensus elasticities are shown in the following table.

‘ Table ES-1

Best Estimates of Supply Factor Elasticities®

| Male, High Schoo: Graduate, AFQT Cat [-1HA
Amy Navy Air Force Man'né Corms.

Factors =
"Pay o 120 0.83 070 " 083
Unemployment ' 059 0.46 059 048
Recruiters ' . .
Partial ' 031 0.46 0.75 © 048
Totzl ' 050 0.61 090 © 060
ACF* Benefits 014
Enlistment Bonus

Advertising 0.05

*ACF = Army College Fund.

* Adapted from "Recent Estimates of Enlistment Supply Models" by Dr. Larry Goldberg, April 1991, page 36,
Table 13. ' o

Influencing the Market

Much of the success of military recruiting over the past two decades was built on a
foundation of research on the factors that influence the market. Studies in this category
focused on the impact of programs and resources on producing enlistment contracts.

On the surface, research has quantified the effects of programs that are obvious.
Recruiters, advertising, bonuses, terms-of-service, and recruiter aides all increase the supply
of high-quality recruits. However, it is the discipline of research methods that guided pelicy
makers in developing effective recruiting programs. In particulcr, "experiments" to evaluate




programs were invaluable for successful implementations. Experiments typically involved
control and treatment cells, and were analyzed using analysis of variance or regression
methods. Techniques employed included combinations of econometric and optimization
techniques. Experiments showed that various incentives acted to either actually expand the
market, or channel youth to skills they normally would not have considered.

Enlistment incentives are an integral part of military recruiting strategy. The typical
life-cycle of an incentive program includes development, debate, experimentation,
implementation, evaluation, and adjustment. A variety of monetary and non-monetary in-
centive programs have been studied. Monetary incentives (e.g., Montgomery GI Bill, Army
College Fund, and enlistment bonuses) are effective. Non-monetary incentives (e.g.,
guaranteed job training, shorter terms of enlisiment, stations of choice) were also confirmed
as powerful and low-cost enlistment options.

Recommendations

- After completing the review of studies and considerirg input received during the
September 1990 workshnp, a number of recommendations were developed. The follow'ng
recommendations, sorted by fui:ctional design, were made to further strengthen the militarv
manpower market rescarch eftoet. Market research studies should:

Analytic Process and Approach - "

*® Describe variable constructxon and rationale in sufficient detail to be

replicated.
. Explain the theoretical model and underlying assumptions from which model

‘specifications and functional forms are derived.

-®  Describe the rationale for usitg increasingly complex models aid data
structures and demonstrate ti.cir marginal benefits when compared with
simpler formulations.

®  Include sufficient statistics to allow thorough evaluation by technical readers.

€ ‘Report confidence bands for elasticities and supply projections. Allow for
increased uncertainty as the time horizon of projections increases.

° Use more sophisticated statistical techmques (e.g., regression analysis, factor
analysis) to understand the un-erlying dimensions or theory behmd the data,
as opposed to simply reporting percentages.

. Ensure that researchers muke use of a basic set of explanatory variables in
future studies of enlistment supply. At a minimum, models should include
unemp'oyment, relative pay, recruiters, and missions. In addition, measures
of advertising and ACF benefits should be included for Army models.
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Compile and mamtam a consistent data set at the basic recruiting orgamzatxon
level and formulate more accurate forecasting models. These data would form

the basis for testing new estimation methods or adding new explanatory

variables. ,

Encourage a multidiscipline approach to allocation research.

'

Research Areas o . ' ' .

Focus on depth rather than breadth of data collecticn, in contrast to
answering all questions in every survey (e g., restrict the Fall wave of YATS
to the vocational dec’sion procsss, propensity, values, and perceptions; and the
Spring wave to media habits and advertising awareness/effectiveness).

Conduct more subgroup analyses on important market segments (e.g., low-
propensity youths, women, minon‘u’es, immigrants, and health professionals).

Conduct more research or; the vocatioral choice decision proccss, possibly by
surveying younger youth.

A

Assess the nmplxcatlons of a more struc.ured survey of new recrults as opposed
to surveys of the general populatxon. '

Reconsider  the place of veteran data in understanding initial enlistment
motivations.

Conduct more focused work on Reserve Component recruiting.

Aim future advertising research at gaining a better understanding of the roles
that advertising plays in communicating to prospective recruits, rather than

just. measuring the effectiveness of advertising on producing cnhstmcnt .

contracts.

Analyze . impact of mﬂatxon on educational and monetary incentives.
Specifically, conduct an experiment to test the $36,000 Army College Fund

and the impact of a small (81,000-$3,500), but W1dely available, enlistment

bonus.

Agglications

Prepare an executive summary in non-technical language.

Accelerate repnrting and disseminating survey findings.
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- Expeaite the transition from laboratory to the field. Future work should
incorporate sound research with software technology to produce practical
recruiting management tools.

S :mmary

Reliable and accurate market information has been the basis for military marketing

.strategy development, pricing, product promotion, and placement of resources. It has aided

in setting objectives and provided the analytic basis for meanirgful evaluation of marketing
programs. Market research has been used to formulate policy, evaiuate program
effectiveness, design new product offerings (enlistment terms, programs, bonuses, and college
funds), and allocate recruiters, goals, and advertising support. it has also prrvided data to
defend recruiting programs in the congressional authorization and appropriations process.

- It is critical for DoD to sustain a strong market research effort. The recommaonda-
tions in this and the project management report should assist DoD and the Services as they
strive to enhance recruiting effectiveness in an environment of "do more with less." Valid,
current information on the target market is the key ingredient in accomplishing that

- objective.
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Chapter 1

INTRODUCTION

This report is one part of a study designed to synthesize the body of military
market research cofxductéd over appioximately the last 15 years. As part'of the Defense
Manpower Data Center’s effort t'o develop an integrated market research base, the Human
Resources Research Organization (HumRﬁO/) identified and syhthesizcd recent military
market research. The proje'ct iiwolved four /major activities: 1) ﬁeeting with Office of
the Secretary of Defense (OSD) and Service recruiting managers and manpower f)olicy'
staffs to gather reports on OSD and Service-sponsored market research; é) identifying
relevant studies and preparing annotated bibliographies that included sfudy objectives,
major g:o'n'tent categories, methodolbgies, major findi‘ngs;'and évaluations ‘;)f éurrent utility;
3) conducting a workshop with representatives from the Services’ recruiting-and research

communities; and 4) synthesizing findings.

STUDY APPROACH
"There were five steps m the study: 1) sea;ct;ing the literatﬁre; 2) intérviewing
market research users; 3) prepa-ring énnotatéd abstracts for ;eviewed étudies; 4)
categorizing and synthcsiiing study fiﬁdings; and §) prei)aring technical and managemeﬁt

reports of findings and recommendations. , ' o




Literature Search and Interviews

)

To' develop the initial list of studies to be considered for rev_iew,l project st;dff
examined existing data basé archives (e.g., the Defense Technical Information Center and
the Manpower and Training Research Information Syste;m), and obtained reports from
the Services, the Center for Naval Analyses, RAND Corpora*ion, and individual authors.
More than 1,000 studies from the 1973-1988 time period were screened.

The focus in the initial review was upon general relevance to military market
research. Studies not gelected included those that were better defined by categories other
than market research, such as job performance, attn’tion,l enlistment stanidards, récruiting
m,anagément, recruiting techniques, and advertising copy research. Also eliminated weré
outdated studies, or those too shallow, or too narrow in scope to have muiti-Service. ap-
pli‘catioﬁ. Recruiting managers, reéearchers, poiicy staff at the recruiting cpmman,ds, gnd
OSD officials were interviewed .to aid in seléction and to identify other relevant studies.

A list of céndidate studies was provided to each Sewicé. The Servicebrecruiting
commands described policy, direction, management, 6verall purpose, and future needs of
their market research programs. They discussed how the project could be most effective,
and agreed to pérticipate in a workshop to discuss findings. Approximately .350 studies

from the 1973-1988 'pen‘éd were selected for review.

Development of a Classification Scheme
- The interview information was used to develop a classification scheme into which

to fit the studies. The study team discussed with DMDC and OSD officials a number of




possible classification schemes. Three broad categories were selected:

o Understanding the market
e Identifying the market

¢ Influencing the market

The studies were then grouped under the following subcategories:

Table 1.1

_ The Market Research Classification Scheme

L Understanding the Market

_Nationa! Longitudinal Surveys of Youth (NLS)

Army Communication Objectives Measuremem System (ACOMS)
Army New Recruit Survey (NRS)

Youth Attitude Tracking Study (YATS)

Army Experience Survey (AES)

Reserve Surveys

Recruiting Specific Populntlons (mlnoritles. female, older youth)
Individual Enlistment Decision-Making

Miscellaneous Propensity/Incentive Surveys

Nwp

~rommy

. Identifvigg the Market

A Enlistment Supply
B. Market Conditions
C
D

Markei Segmentation
Goal Allocation

IIL Ipfivencing the Market

A, Advertising
: - A-1. Service-Specific Advertising
‘A-2. Joint/Service Advertising and Companson
Recruiter Productivity
Enlistment Incentives
Production Mix and Resource Allocation
D-1. Production Mix
D-2. Resource Allocation

oow




Preparation of Annotated Abstracts

The 350 studjes were reviewed by project staff. Of that group, 225 were selccfed |
for inclusion in the synthesizing project and were entered into an abstract data base, using
a standard format. ,Each. ébstract includo'd study objectivgs, a description of methodology
’(e.g., saxriples and measures uscc.l), a summary of results, én asses’sfncnt of the technical'
adequacy of the study, and a judgment on the accessibility and usefulness of study findings.
The ‘origiha'l study abstracts and oxecutive summaries were the primary sources in
préparing Isections on study obje‘ctivcs,'} methodologies, and findings. quever, each study
was read in entirety to verify consistency with the summations. Study charécteristics' are
discussed below. |

Study objéctives. Listing study objectives provided a context for understanding" the
sltudy's technical approach'and methedology, and how the authors described the results and
. .ﬁnding§. For example, data may have addressed ; specific pfoblem. The same data could
also address other issues that were not of interest to the original researchem" or study
. sponsors. This was particularly relevant if the goals of the study were nar;rowly based.

Study methodology Where the information was availablo, ‘the déscription of the
Study methodology included (1) sample composition; (2) variables studied; (3) measures
used; (4) when and where data were collected; and (3) data analyses conducteo. |

Summary of results. Only major analyses were included in the sumr'narly of results.
When available, ‘actual statistics (e.g., correlations) were reported, alorig with a verbél'

summary of subgroup analyses such as race and gender.




Technical adequacy. The technical adequacy assessment considered (1) representa-

tiveness of the sample, (2) psychometric quality of measures, (3) appropriateness of data
analyses, (4) rigor of hypothesis tcsting,' if applicable; and (5) soundness of conclusions.
| Evaluation. The tcarn primarily evaluated accessibilit;r and utility of the stucy to
users. It was assurned that decisions abont study acceptability had already been made by
the clients in aCcepting the study results.
| 'Dun‘ng the course of the project, a number of relevant reports published in 1989
or 1990 -- that is,hafter the period covered by the comprehensive screening -- were added
to the cluster of reports that were reviewed and synthesized. A nnmber of reports

published before 1973 were also included for historical reasons.

Technical Synthesis and Reporting

The ﬁnal steps were to vsynthesize the reviews of the studies for which abstracts had .
been prepared, anrj t0 document the results. ‘The reviews identified patterns applicable
to the majority of studles w:thxn each subcategory, and the emerging patterns formed the
basis of the synthesis. The patterns were then grouped into fmdmgs and issues for
cliscussion.

The findings and ‘issues were the basis for a workshop held "in September 1990.
The workshop included 35 pamcrpants representmg recruiting commands personnel -
_research laboratories, Service and OSD policy staff, and DMDC. Pro;ect staff bnefed

the group on the results of the techrical synthesis. Workshop participants commented on




tindings, identified possible gaps in research, suggested implications/recommendations for

future research, and identified other issues for review.

.A package containing an agenda, a working paper, and copies of the abstracts (see

Appendix A for  titles of the abstracted studies) for each of 17 market research

subcategories was sent to each participant prior to the workshop. Presentations-

" summarized the body of knowledge by grouping ‘the studies by category. -For each

subcategory, a summation was presented along with implications/needs for further research.

. ' . / . g » . .
~ Discussions followed each presentation on the need for redirection, expansion, or other

changes. - The information from the interviews, the _findings and implications of the

techmcal review of the studies, and feedback from the workshop were used in prepanng

this technu.al report and the adJunct management report.

ORGANIZATION OF THE REPORT
The following chapters present the results of the technical review of the body of
knowledge within each category, Chapter 2 deals with understanding the market, chapter

3 with identifying the market, and chapter 4 with influencing the market. Chapter 5

prerents the recommendations and conelusmns that emerged from the projects

comprehensive consideration of what market research. had accomphshed,'and might

accomplish in the future.




Chapter 2

UNDERSTANDING THE MARKET

Market réseérch devoted to understanding enlistfnent-age youth has primarily used
surveys. Analysis of the Su?vey reports showed that they emphasized youth categorized
as "higﬁ quality" -- that is, high school diploma graduafes who achieve a score at
or above the 50th percentile on the Armed Forces Qualification Test (AFQT). Table 2.1
identifies the major surveys reviewed in this effort. They inclu;de surveys conducted on a
| reé‘tlrring basis (e.g., Youth Attitude"Tra'ckjng Studies [YATS] and New Recruit Surveys
{NRS]) as well as one-time studies '(e.g., the Afm‘y Communications Objectives
Measurement System [ACOMS)).

The survey.(s, in general, measurcd. attitudes, perceptions, consumer fxabits, life stylés,
and values of three groups: the youth population at large, the population of enlistees
(mostly new recruits, although some surveys examined separating S‘erviceA rﬁempers'), and
spéciﬁc sets within Ithe genéral population (e.g., women, minorities, parents).

The Services do not rely solely on the mf]itary mlexr;poWer surveys described in this.
‘chapter for psychodemographic ;iatla. ’fhrough their advértising agencies -they also have
access to proprietary information én the habits, values, and attitudes of young consumers.
The combination of DoD-sponsored survéys, youth mar!ket iﬁformation frorﬁ- Service
advertising ageﬁcies, and other source§ tapped by the Services, provides thé Services a

wealth of information on the targeted youth market and the general population.




, Tabie 2.1
' ot included in Understanding the Market

SPONSOR
STUDY MAJOR AREAS
8TuoyY © DATE SAMPLE . Ae Marine OF STUDY
Amy Foroe Coms | DoD
Aty Communi- 1008/87 1624 year cid youth ‘ Ay image, dual
oations Objectives | School Year and parenia X market, media usage,
Messurement ' edvertising recal,
Systern (ACOMS) parental va. youth
. perosptions
' Ay Experience 1988 Ay vetsens who leRt ' Astitudes and exper-
Survey (AES) Servios from FY82 © X ences of former Ammy
. FYss soidiers
ALR ROTC . 1978 Fresh 2an and sopho- Attitudes and propen-
Survey more college students - b 4 sity toward ROTC,
(subgroups = AQTC, ‘ media habits, career
e, sest) choloes
Nmym 1982 All eniistedt personnel Attractiveness of
Maricst Study ' In the Armty Reserve X Fessrve incentives, sase
, of performining Reeerve
duty ressons for
Ay New Fworult | 19821960 | Active Anmry, Reserve, inftial contact with Ay,
Survey (NRS) and National Guard X reasons for enilsting,
Now recruits effect of advertising
Carser Decieion 1987/1908 17-20 year old men and Career intentions and
Survey women X influences, eniistment
" related behaviors
Coflege Students 1981 |’ College ssphomore, Awareness of Navy
Survey (Ted Junior, and senior officer advertising,
Bates, inc.) males between 18 and sttitucie toward Navy,
24 yoars oki sffectivenees of on-
campus Navy )
promotional efforts
College Market: 19680 Sophomore, juninor, and Propensity to enter
S8R Survey senior coliege students X miitary officer
important job
characteristics
Crossiey Surveys | 19851088 ' | 17.22 year oid maies X Changes in propensity
. over a 12-month period;
awareness cf GI BN
DoD Survey of 1985 Active duty mitary X | Feenlistment and
Offfosr anct woridwids : Reserve motivetions
Eniisted
Personnel

{Continued)




Table 2.1 (Continued)

Summary of Surveys inciuded in Understanding the Market
STUoY " DATE SAMPLE Merine OF STuDY
' Compe | DoD :

Enlistment NP8 1979 NP8 &1 veteran mailes FAse sve/National Guard

and Vsterane ) and females ! X Intentions, entistment

Questionnaire related behaviors

QGibert Youth 1972 17-21 year old maies AMiractivenses of

Athude not currently in coliege various Incentives

Grey Marketing 1979 16-25 year old women Fernaie propensity,

Study of Marist with no military X ' | demographic person-

Potential of NPS experience ality, and iifestyle

Females ' characteristios

High School - 1082, 1968 *Contaols® of Arny MAGNES techn'que to

Suver. Rumeon ‘contacts® who had not nees of incentive

Comp. yot enilated

Male Coilege 1980 Undergraduats males Puuﬂonmm\'y

Students Survey of predominantly black officer career, job/

or predominantly white . CRIVOr RIPOCS,

information for pert-
cipation

Market Facts 1982 High Sohool 10th and. Propensity for milttary

Study of Minority . 11th grade black maies, X offioer caresr, per-

and Femaie femaies, and white : osptions of alternative,

Youth fermaies from military Image of West Point

. and oivillan families .

Marine Corpe 1084-1090 18-19 ywer oid swarenees,

Awarenses and Semi-Annual unmarried males with L9 media habits, vaiued

imege Tracking no military experience atiributes

Ressarch : '

Navy Sirategic 1088 16-18 year oid male Image of services and

Study (BBDO) foous groups persons entisting in
oach servics; problem
detection

National Lox g . 19081980 | 14-21 your oid youth X | Work sxperience,

* tudinal Survey Annual {sub sampies of . education and training,

(NLS) minorities, low Jjobs and employment

. Income, and miitary)

NPRDC Study of 1981 23-20 your oid maies Propensity of oider
Older Mases with no miiitary maies, attractivensea of
. sxperience incentives |

Youth Attitude 19758-1980 18-24 year oid non- X Demographic info;
Tracking Study Annual prior servios Propensity; vaiues;
(YATS) influences; adv.

swareness/recall




SUMMARY OF RESEARCH FINDINGS FROM SURVEYS

Four common threads were found throughout these surveys. Most of the provided

‘ information related to:

o Measuring the prOpensxty 'to enlist’ (propens1ty to enlist in the military in
general, and for specific Services and Service Components) by various subgroups
and by other demographic characteristics.

o Identifying life goals or values considered most important by segments of the
youth population, whether they believed they can achieve the goals in the
military, and which elements of the military serve as the primary motlvaturs and
demotivators when enlistment is bemg considered.

- 0 Analyzing data on the market segment that would most probably represent high
quality in terms of potential applicants who score in the upper half of the AFQT
score distribution (even though Armed Services Vocatronal Aptitude Battery
,[ASVAB] scores ‘wers not avallab]e) :

0 Measuring the effectiveness of aspects of recruiting management such as

advertising awareness, , recall of advertising messages, and awareness of
enlistment offerings. ‘ q

Propensity to Enlist

In the early years of the All-Volunteer Force (AVF), researche-s and recruiting
managers agrced on two points. The first: was the apparent relationehip between
propensny to enlist and unemployment Thrs argument was used by some cntlcs of the
AVF in declaring that the military was an employer of last resort. The second was a
cons*stent result showing that the Air Force was the Service of choice, followed by the

Navy, then thc Army and Marne Corps. The latter point was a contributing factor for

'Propensity is derived from survey questions that ask how lik<iy it is an individual
would join the military or a specific Service Component. Propensity youth are those who
say they definitely or probably would join the military; negative propensity youth are those

. who say they definitely or probably would not join the military.
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the Army adding recruiting resources and incentives, and implementing an aggressive

advertising program in the early 1980s.

The data supporting these two points are. illustrated by Fig'ure 2.1, adapted trom
~ the 198? YATS re;.ort. The trend frem 1976 to 1980 supported the two points but.'
starting in 1980, the re]an’onshib between unemployment and propensity began to' weaken.
This change was especially not‘iceable over the last 5 years. It was cleér that other factors

also affected propensity and that the Services were not solely employers of last resort.

5 y 1 4 . [ g 'y , [T | 1
A
P R I A A
' Year of Survey

Any Service & 05 M1 324 00 /7 M3 B8 /4 29 08 R0 R4 2w AT

Army ~A- 114 148 139 129 146 150 160 175 143 147 158 155 152 179

Navy -~ 138 175 162 145 144 154 144 130 109 108 11 123 123

Marine Corps ~O— 93 127 18 108 123 124 17 121 96 102 112 14 120 128

A Fores 3- 154 183 177 164 N8 209 187 188 153 149 160 a2 164 178
Unempioyment e

172 155 139 136 168 180 219 a1 171 171 168 15T 138 140

Nate, mmmmmwmwuwmn&yhmm1mmmm.
Source. Youth Atttude Tracking Study, 1976-1989. '

Figure 2.1 Trends in Positive Propensity and Unemploymem 16- to 21-Year - Old Males, 19757 1989
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Understanding what caused the shifts in Service trends provides a valuable lesson

for those who influence recruiting programs and resources. The successes of the Army

and, to a lesser degree, the Marine Corps were in large part due to understanding the

- needs of various segments of the youth market. These two Services used the marketing

information to implement creative management initiatives and recruiting programs. They
also used data to gain Service leadership, and OSD and Congressional support for the
resource levels needed for their programs. The end results have been extrémely sucessful

recruiting programs in spite of a tough recruiting environment. On the other hand, lack

" of market undcrstandmg and sufficient resources can rcsult ina stcady recruiting declmc,

as demonstrated by the Navy during the 1981 - 1985 period. The Navy’s Iowered'
recruiting resources not only Iaffected propénsity, but resulted in the Navy’s rec':ruiting,
lower quality candidates compared with the crther Services.

vThe surveys showéd differenc,es in propensity‘ between segrnérxts of the population.,

Synthesis of the reports illustrated that: | | |
"o Non hrgh school graduates have higher propen: y than hlgh school graduatcs
o Propensrty increases as high school grades decrease.
-0 Men have higher propensity than women.

o Blacks harle hiéher prbpénsity than whites; however, asr'the estimated aptitude
scores of blacks increase, their propensity declines at a steeper rate than other
racxal/ ethnic groups.

0 As age increases from 16 to 21, pr’opénsity decreases.

o There is a curvilinear relationship betwr:;an predicted AFQT and propensity;

(Low AFQT corresponds to low propensity; as AFQT rises, propensity rises but
only up to an estimated AFQT of 55 -- after 55, propensity begins to decline). -

12




e Those unemployed but looking for work have higher propensities than those
employed, but those unemployed and not looking had the lowest propensity of
the three categories.

Ih shc;:r;, those ﬁth the highest propensities w.erc not necessarily the applicants
sought by the militafy. Manpower managers recognized they had to develop pi'ograms to
overcome the objections of the desired market and to obtain a sirong flow of enlistees
from lower propénsitly' groups.

Reserve propensity levéls were simillar. to active force propensities (between 9 and
25 percent), although in com;;an'son youth had higher propensity for the active forces.
Propensity for the Reserves among pribr active duty personnel was higher if there was a
belief in supportivc civilian company plolicics regarding Reserve participation.

The' importance of measuring and understanding prop.eh‘sity' was underscored by
many studies (Orvis, 1982, 1984, 1986; Orvis & Gahart, 1985; Orvis, Gahart, Ludwig, &
Schutz, 1989; Nord, Schmitz, & Weiland, 1986). RAND"Corporation developed a model
to predict enlistment behaviors using .survey information. . Consistent, fairly strong
relationships were found between propensity 'and enlistment behaviors, even after con-
trolling for effects of dem.ographi‘c variables. Propensity generaliy had a lagéed effect, with -
the greatest predi’ctive.p;owér displayed 12 to 18 months after the survey. ', Propensity
predicted test-taking behaviors a§ well as actual service enlistment. Relationships were
also -found between propensity and later attrition frém the military.  The model
demonstrated that propensity was generally less effective in predicting enlistment for

women.
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_Values, Motivators, and Demoﬁvators

The Youth Attitude Tracking Study has provided significant annual data about the
goals and values of the enlistment-aged market. Even mofe in-depth information has -
come from studies commissioned by the S’ervices.v The Services and their advertising
agencies determine what youth consider important, whether youth believe they can attain:
their gbais in the military, what incentives or offeringsl serve to attract youth toward
enlisting, and what‘ aspects of the Services are least desirable. The surveys also measure
youth ﬁcrcépﬁons of the image of the military in g:néral’, and vof each Service. Many.
Sénnfce-sponsorcd surveys were not phblished but, for this study, information was ga:hered
through conversations with managers é.nd through briefings provided by points of céntact
within e.ach r‘ecruiting command. | - o -

The majority of Service survey studies provided fairly rapid inpui to recruiting
managers.wﬁo. detérmined options, incentive;, and approaches to correct perceptions or
satisfy yout'h wants. The survey findings, and subsequently de;'elopeu‘ 'packages; also aided
advertising managers in designing advertising strategies to Eommunicafe the new offerings
to youth. Surveys included the Services’ new recruit surveys and pleriodic aw;rengss and
attitude studies (e.g., the Marinf: Corps semi-annual awareness and attitude tracking study,
al series of strgtegic/communications surveys conducted by. the Na"vy, and Army su_rvey's of

market segments).

Each Service survey and YATS measured the importahcé of goals (up to 19 in the
- Army ACOMS). The surveys identified fairly consistent goals, or values considered

important to youth. Those ranked highest by youth include:
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e Developing one’s full potential.

e Having a secure future.-

[ ] Having a job you can be proud of.

e Living/working in a stable environment.
e Being respected by family and friends.
e Being prepared to work in a high-tech environment.

1

e Obtaining a useful skill.

e Being able to meet physical and mental challenges.
Service studies also measured youth perceptions toward each Service, not just their
own. Information fromn unpublished reports (such as the Navy’s Strategic Research Report

and the Marine semi-annual awareness and tracking studies), and follow-on analyses of

YATS suryey'data (e.g., Bray et al, 1989) indicate the following images of what each

Service offers, and the types of youth who enlist in each:
Army. Youth associate the Army with preparing one for a job in civilian lifé,
career training, and a large variety of jobs, The Army is perceived as most likely to give

you the job you want and provide most money for college. Youth also identify the Army

with a high probability of being in combat. The typical Army recruit is perceived by youth

as blue collar, not stylish, less edvcated, immature, and a follower. The data support the

~ argument that the Army has the raost difficult recruiting mission (and therefore the need

for relatively higher levels of resources) in that the lowest percentage of youth identify

themselves as fitting their image of Army recruits.
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Navy. With the exception of nuclear training and travel, there was no clear

delineat;on of a Navy image. The Navy had the highest negative ratings aboﬁt separation
from family and friends, loneliness, and boring work. Navy recruits were perceived as
reservg:d, less self-confident, and younger. However, more youth associate themselves with
~ this profile than w. h the Army recruit profile.

Air_Force. The" Air Force is perceived as the most technically advanced Service,
providing the best training in computers and electronics. It is also perceived as the best
Service in terms of pay'and living conditions. The typical Air Force recrui‘t is perceived
as; successful, clean-cut, edu‘cated.én(.i intelligent, upbeat, and confident. Approximately
half of surveyed youth believed they fit this image. .

| Marine Corps. The 'Man'ne Corps image is one of toughness, the most elite and
most prestigious of the Servic;s, a strong disciplined organizaiion, alnd hiéhly motivated.
Youth identify the Maﬁne Corps with war and probability of combaf. The typical recruit
image is blue collar, athleti.c, masculine, Imacho, and tough. In térms of affinity, ﬁore
‘ youth identified themselves with this prdfi]e'than with that of the Navy or Army.

With the except;on of the Navylf, the imagcs of the Services éorresponded to the
‘image they portray in their advertising messages, slupporting the 'effe‘ctivenelzss of
lad'vertising‘.‘ The Navy.recognized the im;age perception problems and, at the time of this
report, was actively engaged in designing new programs and adQertising strategies.

" The speciﬁc reasons youth offer when askled what moves them to consider an
enlistment vary by subgroups. The ‘most frequently cited reasons were a chance to better

oneself, job skill traini’ng (including the ability to get a job after the military), money for
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education, the opportunity for personal growth, and job security (Pliske et al, 1986). An

Cfﬁce of Naval Research study (Kaplan & Harris, 1983), conducted in high schools,

indicated economic reasons (salary and benefits) were the primary reasons youth enlist,

followed by skill training and money for education.

The work-oriented target market was more motivated by job skill training, whereas

. the coliege-oriented market was more attracted by money for education. This

differentiation was based more upon perceived dpportum'ties, rather than differences in
basic values of each group. As pointed out in the ACOMS study (Nieva & Elig, 1988),

both groups were seeking the same life goals. However, the work-oriented group saw the

.Army 4s presenting opportunities to gain desired goals (and therefore, by implication, they

had a higher propensity to enlist).’ Additionglly,‘ ACOMS sent a clear warning that the .
work-oriented group (which was much smaller thgn the cqllege-o;'iented group) }s not large
enough It'o meet Army numerical requi;'ements. Thus, the Army expanded its ‘market by
developing programs to attract both the work-oriented and the collegé-oriented groups.

With information from ACOMS, the New Recruft Surveys, and other attitudinal informa-

‘tion, the Army segmented‘its' app:oach and developed a dual-market strategy with

programs and advertising aimed toward both markets.
- Enlistment bonuses were given moderate endorsement across studies.. Bonuses are

offered only to individuals who achieve a certain quality profile, and who are willing to

enlist in a limited number of skills for a minimum time period. When offered, combination

packages with both educational and é€nlistment bonuses were generally favored because of

the size of the educational incentive. Other tangible incentives found to be good
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motivators were guaranteed monthly salary, free medical and dental care, other benefit '

programs, and choice of duty station. |

A number of studies examined enlistment motivations within demographic and
quality subgroups. Females were motivated by equal pay and opportur'xities, the chance
to develdp potential, getting the job they wanted, or job security (Gray, 1987).' Blacks
. were more likely .than whites to désire financial stability anci personal satisfactior; from
their job (Market Facts, 1982). Older males (23-29 years old) were Irnore aitfacted by
training opéortunities, patriotism, job security, benefits, and enlistment i)onuses‘ than were
younger males 17-22 years old (Borack, 1982; Finnessy, 1984).

Other studies examined potgntial motivators for Resefvc and ofﬁcer target markets.
College students, when asked w’hat‘they would desire in.a military officer career, vélued
job seéurity,.pcrsonél respou§ibility; and promaction 6pportunities. Enlistegl bonuses,
retirement benefits, and service to country were the most frequently cited reasons for -
joining the Reserves.

Perceptions that ied youth to reject enlistment were p:imarily related to alternative
opportunities, particularly thé desire to go to college. Other négativeperceptions included
separation from sweethearts, fﬁmily, 'ahd friends; safety and security fears; lack of control
over bﬁe’s life; and inadequate salaries. In 't,alks with hundreds of récfuiters across ;he
country in the last two years, our staff found that. recruiters agree that these are ;he
concerns of young peopie regarding the military, but the recruitérs believed they could
overcome the objections when they have an opponuﬁity to discuss them wi.th potentja] ,

enlistees.
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Market Segments

" The Services value the ability to identify the "high quality” market, tha; is, youth
who wefe'high school seniors or graduates, and who would score at or above the 50th
" percentile on the AFQT. The RAND Corporgtion model (Orvis; 1984; Orvis & Gahart,
1989) estimates the proQability of sﬁwey respondent groupls' scoring in this AFQT raﬁgc.
It places 70 to 75 ‘percent of survey respondents in the desired test score rangt;.'. The
information gained providés tﬁc recruiting commands with important‘ information. as to
attributes and incentives that appeai to high-quality youth.

With dat; on the estimated AFQT scores of the general population, researchers
examined differenbes in values, awareness, h_abfts,' and actions, between groups with
differing AFQT estimates. Youth with higher test scores hadldiffcrent listening and -
viewing habits and greater awareness of advertising meésages. ‘Youth categorized as work-
" oriented had higher inclination to enlist, but were more often from lower test score ranges.
The findings lhad ;ignificant‘:implications for rgcruiting and advertising 'managers on
_programs offered, marll(éting and advcf;ising scra:egies,v advertising messages, and the media .

mix used to communicate the messages.

Awareness and Media Habits
A key use of surveys has been to measure awareness of ‘advertising, including the
ability to recall advertising messages and slogans and to identify the media mix most

listened to or viewed. Advertising influences attitudes and creates a -call to action.
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The degree to which awareness influences youth to action is discussed in the fourth

chapter, Influencing the Market.

Findings from the surveys were fairly consistent (Elig, 1988). Youth spend more

hours listening to \the radio (approximately 20 hours per week) than they do'viewing
'telcvision (approximately 10 hour‘s) or reading mag’azi'nes (approximg;ely 3 hours).
- However, when they were asked to recall Service advertising, they had a higher re‘call
percentage for TV and magazines than for radio. Direct mail was most often ¢ited as the

recall source by the age and education groups of most interest to the Services. The

surveys also showed differences py age, AFQT scores (both estimated scores 'deriv;d in
. YATS and ACOMS, aqd actual scores derived from‘ New Recruit Surveys), _and ethnicity.
Younger groups and ‘those with higher test scores spent .th,e most time listeniné to radio,
while lolwer AFQT groups were the heaviest TV watchers. ‘Higher AFQT groups had the o
greatest degree of récaﬁ. | | | ‘ E
"The relaﬁonship between awlareness and perceptions was significant. Those who
recalled specific Service advertising were more famiiiar with Service offerings; those who
were faﬁxiliar with Service pfferiﬁgs génerally had a mére_ positive perception of that
Service. The lesson lcarnedv is best exemplified by the Army exﬁen‘gnce.
~ The recruiting stccess of the Army was not due solely to fhc size of its adveni;ing'
budget. As one sage .official stated, spending ‘more money on a bad product will'orily
result in more bad advertising. The Army was successful in t\iming around its image by
clearly identifying the desires of the target market, by developing incentives to satisfy thoée

desires, and by designing effective strategies and executions to communicate the ot'ferings.

20




Its efforts affected propensity because its products were in line with youth desires. High
awareness levels measured in various sur«)cys verified the cffcciiveness of the Army
approach.

The Navy slipped sfgniﬁcantly in terms of awareness and desirability during the
19805. Its own strategic st;.xdy confirmed the relatively poor perception of the Navy. Over
the last two years, the Navy has made changes in its product offcring, its strategy, and its
message. The latest YATS report (1989) indicated that this etfort is yieldihg positive
results. Propensity leve‘ls fxave started to increase, and the quality of Nayy recruits relafive '
to the other Services has also been on the ups\?ing. |

The Marine Corps was close to the Army in developing an image that appealed to
a particuiar segment of youth. [t was very successful in attracting what the Corps
considers its pn'me'bmarket‘: tough, smart yo\uth whose primary iﬁterests,do not include
college. The Air Force, déspite its limited resources, relied or; its New Recruit Survey and
advertising agency focus group work to meet youth goals and to transmit its meSsage as

the high-tech Service. "

SUMMARY OF TECHNICAL REVIEW OF INDIVIDUAL SURVEYS
Given the magnitude of reviewed 'survcy research, this report does not provide a
comprehensive survey-by-survey review; rather it provides an overview that represents a

broad sketch of the corpus of survey research. Readers interested in specific surveys

" should review the abstracts in the Compendium of Market Research Studies.
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National Lnngltudmal vaeys of Iabor Market Expenence

The National Longltudmal Surveys of Labor Market Expencnce (NLS) were

initiated in 1966 by the U.S. Department of Labor (DoL). The goal of the NLS was to

measure and track labor market experiences on representative male and female samples

of the U.S;‘pdpulation. By '1'968,v four cohorts of respondents (different age range and
gender. combinations) Were tracked on a biennial' and in soma cases annual, basis.

In 1979, a collaboratwe effort between the DoL and DoD resulted in the addmon
of a new youth cohort to the NLS research program, the National Longitudinal Survey of
Youth Labor Force Behavior (NLS-Y). The NLS-Y cohort comprised (1) a cross-section-
al, nationally. representanve aample (6 111); (2) a aupplemental sampie - that
overrepresented blacks I-Ixspamcs, and low-income whites (5,295); and (3) an enhsted
military sample (1,280).. Youth in the cohort ranged in age from 14 to 21 in 1979. The

data collected from the NLS-Y were weighted estimate population values. As of the early

. 1980s, surveys of the two male cohorts were discontinued: As of 1990, surveys of the two .

female cohorts: continued.

Questions related to. military service were included.” The ASVAB was' administered
to the entire NI.S-Y sample in 1980, providing a new normative basa .for th’e enlistment
test (documentcd in the Profile of Amerlcan Youth study, Center for Human Resource
Research ORio State Umversxty, 1988) Many variables in the NLS- Y prowde a
longitudinal data base of interest to military res'carch on relatively large numbers of youth
who chose alternative carear patns (i.e., school, civilian work, military service). Variables

included:
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-® Marital history e Work experience

e Schooling . e Military service

e Current labor force status e Health

e Jobs/employee information e Fertility

e Training - e Income and assets
e Geographic residence e ASVAB scores

The retention rate for NLS cohort members has averaged approximately 96 percent.

The NLS data collection methodology was relatively sophisticated. Surveys‘were
administered to cohqrt members primarily throvgh face-to-face interyieWs.' Interviewers
were e)ltpensively trained and monitored, and data verification steps were followed
throughout the data collection and data base construction. Public use data files arc;.
available from the DoL, and files containing 1980 NLS-Y and ASVAB data were provided
to OSD and each of the Services.

The documentation of the NLS data base is quite thorough, including references

to military studies as well as hundreds of other projects that have used the data base.

. It is updated regularly. Considerable military research has used the NLS-Y data base, but

the currency of the data is questionable since the military emphasis to the sample was

i'gduced in 1984 and the ages of thé cohorts are now relatively old (27 to 34 years).
Youth Attitude Tracking Study (YATS)

The YATS survey research progi'am is rich in history. YATS is an bngoing OSD-

sponsored survey whose 16-year data base is readily accessible to all Service components
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| and other research entities. YATS collects data from nationally repfgsentative samples of
youth. Spring and Fall administrations were conducted from 1976. to 1980. From 1981
to 1990, the surveys consisted only of Fall administrations. The sample was broaden‘edv
from 16-21-year-old males in 1975 lto 16-24-year-old males Qnd females inl 1989. The
sux.'vey.uses cdmputer-assisfed-tclcphpne-intexfdewing (CATI) techniques. Survey data are
. weighted to reflect population proportions. A &escn’ption of each wave of YATS from
1976 to 1988 (Derived from Laurencé & Bridges, 1985) is presented in Appendix B. -

General content areas of YATS include: |

@ Measures of propensity to joir.l the active and Reserve militarj

. Futuré ir.1tentions and ;alternativcs to military servicg.

° Major influences and‘attitudes affecting enlistment decisions.

e Attitudes toward ‘incentiyes, advertising €xposure, and Service images.

e Types of information-seeking activi;ies and contact With military recruiters. '

] Demographic characten’stics. -

While the content of the YATS has changed somewhdt over the years, the basic
‘objectwes have remained the same. Smce it is not atfihated with any specific Servxce
YATS is an "Ob_]CCtIVC" measure of the enhstment propen51ty of youth, and other variztles
such as attitudes, ,m'otivations, chara_c;eristi;:s, and advertising effectiVén;:ss. In adeiton w
use by recruiting and adver_tising"managers,‘ YATS data have .a!so becn. used by Servies
and OSD manpower planners and programmers to justify resources and to suppor the

implementation of recruiting programs.
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Since YATS data are collected annually, longitudinal trends are analyzed. YATS
documentation is thorough, allowing'relatively easy use of the data sets. YATS data halve
been merged with military applicant and accession files to estimate the probability that
those taking the ASVAB will a.ctualiyl enlist in the military (Orvis, 1982, 19§4, 1986). It
was found that yéuth who made an unaidcd meniipn of joining the military were most

likely to enlist (49 percent); youth without an unaided mention, but with positive

propensity were less likely to enlist (15 percent). Although those with a negative -

propensity were least likely (o enlist (5 percent), in terms of absolute numbers the number

in the negative propensity group is much greater. Thus, many enlistecs do come from the

-negative group. It would seem prudent to conduct research to better understand the

negative propensity group, and what causes members of that group to decide subsequent-
ly to enlist. |

The probability of a YATS respondent falling in the upper half of the AFQT
distribution was estimatéa (Qrvis et al, 1989) ﬁsing demographic information such as

grades in sc.ouon and parents’ level of education. The model provides recruiting managers

with an additional tool to target the high-quality youth market. Attempts also have been

made to use YATS data to profile market potential at the local level. The sampie sizes,
while efficient for analyses of the general population, are too small for reliable local area

analyses of propensity and attitude data.

Lh
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ARMY COMMUNICATIONS OBJECTIVES MEASUREMENT SYSTEM (ACOMS)

ACOMS was broader than YATS and was designed by the Army to gather infor-
mation from a representative sample of America'n youth, and it also solicited information
from parents. The survey questions tap priman’ly Army intereéts.

ACOMS supported Army assessment of 'adi/ertising program effectiveness,
advenis’ing strétegy, ‘and advertisi'ng,management and p]anning for future strategy. The
survey included questions on educational/career intentions and ﬁropensity, importance and
knowledge of Army attributes, attitudes towgra ad\"ertising, media habits, slogan -
recognition, parental location, social influences, and tracking information. Analyses focused |
on Army image compared to other Senﬁces, the dual-market recruiting strategy,” media
habifs, recall of advértising, knowledge of Army offgrs, and parental vefsus }‘routh
perceptions of importance of attributes and' the perception'that they were offered by the
Army. |

ACOMS was planned as a multiyear longitudiinal study with sopﬁjsticated sampling,
administration, and tracking techniques. The sample was represéntative of 16-to-24-year-
old youth, as well as of their parents. ‘Administration used CATI techniq.ues. The re-
sponse rate for 4t,he data collection from October 1986 throﬁgh June 1987 was 63 perceﬁt.
Household screenings ‘we:re completed in 83 percent of the safnple, and actual interviews
.were conducted in ;16 percent of the scréened househélds. |

The ACOMS data showed that the Army’s image was broad and undifferentiated
compared to the 'othcr. Services. Factor analyses indicatéd that most attributes mentioned

(e.g., develop potential, opportunity to become more mature, work with high-tech equip-
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ment) loaded fairly highly (between .546 and .809) on a single factor describing the Army

image. The other Services were characterized by two distinct factors -- an internal one
related to opportunities fqr slglf-devclopment, and an external one related to environmental
opportunities such as value to a civilian career.

. Research ofl the dual-ﬁarket concept has shlown that work-oriented high school
students are a mare fas}érable market for Army recruiters than college-oriented s_tudents.
Work-oriented students display higher unaided (5.2%) and aided (29.2%) intentions
(College students 1.6% and 20.4%, respectively), and they also are more likely to agree
with the impona;at Army attributes (77.2% compared fo 72.9%). Analyses compared
youths’ percépq‘ons of the Army wifh their parents’ Ipérception.s. About thc. same percent-
age of young men and their parents bélievcd that an attribute was important, but parents
were !cs.;; likely to agree that the Army loffers th'elattributcg». Differences between the
importanéc of an attribute and whether it is attainable in the Army were greatef for
phrems. |

| The ACOMS provided valuable lessons on survey research in the military.
" While the datalhad thg potential to be very usef‘u{ to Army advcﬁisers, a number of
factors cor'nbineld to bring the research to a halt after the first year. The cost and size of
the program were si'gm'ficant factors, and when reseai‘ch_budgets were cut the ACOMS was
| vulnerab]e,targét. The cpmplcxity of the study desigﬁ and difficulty in working with the
data also wybrkcd to its disadvantage. The diffic;Jlties with using thevAC‘OMS data baée
also discouraged wide usage outside the Army. ‘Separate‘ ACOMS reports describe the

survey design, survey analyses, survey methods, users’ manuals, and supplementary “abula-
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tions. Onhindsight, ACOMS was t00 ambitious. It encompassed all areas of market

research rather than focusiﬁg on specific objectives. ',Thlis created technical difficulties.
Specialized training was required to access and use the data bése.' ACOMS was also
‘expensive to maintain. The documentation would be exceptionally helpful in designing
future studies. : ’ \ |

During the project workshop, attendees sﬁggested that future work similar to
- ACQMS also should identify possible obst;icles to enlistment. The consensus was that the
Services need to understand the objections youth have against enlisting. This ipformation. |
would be panicuiarly useful in overcoming erroneous perceptions and minimizing legitimate

concerns.

NEW RECRUIT SURVEY (NRS)
The Services have tried to learn more 'about what motivatéé youth to enlist by
: sﬁweying new recruits. E;ich has an NRS, administered to recruits at basic training,
‘f'ocusing on enlistment motivations. The NRS has beer'; driven largely by operational
rather thah theoretical concerns. Thus, data analysis was generally directed towarq specific |
issues and, with the exception of the Army, not publi:hed. A cbntent comparison ot the

four Service NRSs as of 1987 is presented in Table 2.2.
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QUESTION AREA
ALL FOUR SERVICES

" ADS - RATE SERVICE MAIL-OUT

e

ADS - RATE SERVICE SPECIFIC ADS'

ADS - RATE SERVICE SPECIFIC MAG. ADS
ADS - RATE SERVICE SPECIFIC PAPER AD
ADS - RATE SERVICE SPECIFIC RADIO AD
ADS - RATE SERVICE SPECIFIC TV ADS
BENEFIT - JOB/SKILL TRAINING
DEMOGRAPHIC - MARITAL STATUS
DEMOGRAPHIC - RACE

EDUCATION - HIGHEST LEVEL OF EDUCATION

INFLUENCER - DISCUSS ENLIST WITH
' COUNSELOR ‘ -

: INFLUENCER - DisCUSS ENLIST WITH FATHER

INFLUENCER - DISCUSS WITH MOTHER
INFLUENCER - DISCUSS WITH SPOUSE

INFLUENCER - DISCUSS ENLIST WITH TEACHER

INFLUENCER - FATHER EVER IN SERVICE

YES
YES

YES
YES
YES

YES

YES
YES

INFLUENCER - FRIEND IN-SERVICE RECOMMEND YES
INFLUENCER - INDIVIDUAL(S) INFLUENCE ENLIST YES

. INFLUENCER - REASON(S) FOR ENLISTMENT YES
OPTION - OTHER SERVICE WOULD JOIN YES
RECRUITER - FIRST CONTACT WITH RECRUITER YES

THREE SERVICES
ADS - RATE SERVICE SPECIFIC BILLBOARD YES
ADS - TIME READING AGRICULTURAL MAGS YES
~ ADS - TIME READING AUTOMOTIVE MAGS YES
ADS - TIME READING ENTERTAINMENT MAGS YES
ADS - TIME READING ETHNIC MAGS YES
ADS - TIME READING NEWS MAGS YES
ADS - TIME READING SPORTS MAGS " YES
ADS - TIME READING TRADE/TECH MAGS " YES
ADS - TIME READING YOUTH M. .GS ‘ YES

- ADS - TYPE OF RADIO LISTENING . YES
ADS - TYPE OF TV MOST PREFER ' YES
ADS - WHEN WATCH CABLE TV YES
DEMOGRAPHIC - AGE YES
DEMOGRAPHIC - ENLISTMENT AREA YES
DEMOGRAPHIC - POPULATION OF HOME _

WHEN ENLIST YES
DEMOGRAPHIC - PRIMARY STATUS WHEN
ENLIST YES

(Continued)
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Table 2.2 (Continued)

SERVICE - YOU RECOMMEND OTHER ENLIST

Recruit® S tions Common to Four, and Two Service S
' Force Navy Corps Army
Three Services, Comt.
DEMOGRAPHIC - SEX ' YES - YES YES
EDUCATION - EDUCATION PROGRAMS YES - YES YES
EDUCATION TYPE OF SCHOOL LAST ATTENDED YES - ca. YES
INFLUENCER MOST IMPORTANT REASON ' .

. ENLIST . YES - YES YES
OPTION - ENLIST UNDER DEP YES YES - YES
OPTION - RATE LIFE GOALS YES YES YES -
RECRUITER - CONTACT WITH OTHER

' RECRUITERS YES -~ YES YES

SERVICE - RATE STATEMENTS ABOUT SERVICE - YES YES YES

SERVICE - WHEN DECIDE JOIN SPEC. BRANCH YES YES - YES
TWO SERVICES .
ADS - BELIEVABILITY OF SERVICE ADS YES S YES -

- ADS - RATE DISPLAY YES YES - -
ADS - RATE DOD ADS - YES YES - -
ADS - RATE 3ERVICE SPECIFIC MOVIES YES YES - -
ADS - TIME READING FAMILY MAGAZINES YES . - " YES
ADS - WHEN LISTEN RADIO YES .- - YES

“ADS - WHEN WATCH TV YES .- - YES
BENEFIT - DENTAL CARE YES ' YES - -
BENEFIT - ENROLLED IN G.I. BILL YES - - YES
BENEFIT - MEDICAL CARE YES YES - e
BENEFIT - PAY/ALLOWANCES YES YESI - -
BENEFIT - RECREATION FACILITIES/PROGRAMS YES YES - -
BENEFIT - RETIREMENT SYSTEM YES YES - -
BENEFIT - TRAVEL OPPORTUNITIES YES YES . -
BENEFIT - WOULD YOU ENROLL IN G.L BILL YES - -- YES
EDUCATION - NON H.S. GRAD - GED Yor N - YES - YES-
EDUCATION - TAKE ASVAB AT H.S. YES YES - -
EDUCATION - TYPE OF HIGH SCHOOL .

PROGRAM YES . - YES
EDUCATION - FUTURE EDUCATIONAL GOALS YES - - - YES
EDUCATION - TYPE OF SCHOOL LAST ATTENDED YES . .- YES
INFLUENCER - DISCUSS ENLIST WITH SIBLINGS YES .- . YES -
INFLUENCER - MOTHER EVER SERVE YES YES - -
OPTION - ACTION IF COULDN'T ENLIST YES .- - YES
RECRUITER - RECRUITERS’ KNOWLEDGE YES . YES -
SERVIC™ . ACCURACY OF INFO ON JCB YES .- - YES
SERVICE - CLASSIFICATION OF CAREER FIELD YES - YES -
SERVICE - IMAGE/PRESTIGE OF SERVICE - YES YES -
SERVICE - PLANS TO MAKE SERVICE CAREER YES . YES -
SERVICE - WHEN DECIDE TO JOIN MILITARY YES YES .- -

YES - - YES

a As of 1987.
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The Army has the best documented NRS data base, so this review focused upon
those surveys. This research program collects data at eight Army Rcc'cption Béttalions.
- It began in response to questions posed by the Army Deputy Chief of Staff for Personnel
(DCSPER) regarding the demographics ahd enlisltment motivations of Army recruits. The
DCSPER's questions included the following: -

o Whois enlisting in the Army and why?

e Who are the AFQT Cat_egon‘cj:s I-1IIAs (individuas scoring at or glb'ove the 50th

peréentiie on the AFQT) and where do they come from? |

e Why have recent recruits joined, and what is their propensity to remain in the
Service? ' ‘

e What recruiting prgctices/édvertising are the most successful and why?

I 1982, thé NRS was first 'administere.d to Army recn’n’ts.z IThrough 1.989, the
Army NRS had four forms. Th;'ée forms had overlapping content and were completed
* by Regular Army feéruits; ihé fo,urth‘form was completed by Army Reserve and National
Guard reqruits.l Although s'ur'vey content varied from year to year, it generally covered at
least three areas: (1) dcmographics, initial contacts with the All'my, and reasoﬁs for
enlistment; (2) advertising; and (3) education and employment history. The survey grew
steadily longer throughout the. y‘cars urjti] 1990, v)hcn it v,was.shorte'ned considerably. NRS
. was fairly \\.lell-documented from 1982 to‘ 1987. Since 1987, the documentation hbas not

been published for public release. The documentation each year consists of a uset’s

' * The first Army new recruit survey was called the 1982 DA Survey of Personnel
Entering the Army. In 1983, the name was changed. It and all subsequent recruit surveys
were entitled the Survey of Army Recruits.
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technical manual, a set of codebooks, and a set of volumes which display cross-tabulated

results.
The NRS was initially administered only during the summer. To test for seasonal
effects, it was also administered in winter 1983 (a]though this data collection was not

publicly documented), and winters 1984 and 1985. In 1987, 1988, and 1989, the Army

used a year-round sampling. In 1990, the, Army returned to summer-only data collections.

. The decision was based on resource considerations and on analyses which indicated that

seasonal variation would not compromise the validity of data collected.
Data from the Army NRRS clearly indicated the importance of ‘specific factors in a

recruit’s decision to enlist. Important factors were self-improvement (including learning

skills to prepare for post-Army life in the civilian sector), money for education, and job

skills. The analyses showed _different etfects between demographic groups. For ekample,
higher aptitude y.outh were ‘inﬂuenccd more by moﬁey fof education and shorter texlms' of
enlistment, wh.ile new recruits with lower test scores had been .z'lttracted by jdb ski]ls,
longer enlistments, ahd benefits.

Review of the‘ NRS over a 4-yc‘ar period by the Armyv Research Institute for the
Behavioral and Social Sciences showed different listening patterns t'of‘youth with higher
and lower aptitude. H‘igher scoring youth showed significant eXpbsu‘;e and reaction to TV,
although they watched less television than other recruits. Recruits reported over 20 hours
per week of radio listening time (prixﬁari_ly FM stétioﬁs), with higher test scorers the

heavier listeners during the day and early evening. Lower scoring youth listened to more
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radio during the late night and very early morning hours. Magazine reading was relatively

low.

In sum, the Army NRS is a robust tool that has been valuable to the Army.

reseérch community, manpower planners, and recruiting managers. A key point that
differentiated thé Army NRS from the surveys of the other Services was that the Army
NRS captures the social security number of respondents. The SSN permits resedrchers
1o merge data from distinct market segments, and to obtain reélistic market information.
Until 1989, the ot’her Services did not record the SSN (in some instances, they did not
bbtain any demographic ilnformation). Thus, the usefulness of NRS results from the other

Services is questionable.

Miscellaneous Propeﬁsity/lnccntive Surveys

: A number of surveys were included in the area of understanding the market that
were not part-of a large, documcnted‘survey research program.‘ Most were either one-
time sur'veys that measured specific concerns of researchers (e.g., surveys of enlistment
incentives) or contained p’roprietary data (é.g., the Navy Strategic Study conducted by
BBDO-New York, thé Navyv’s advertising agericy). These studies were divided into two

types: (1) surveys of e.nljstment incentives, and (2) general propensity surveys.

Surveys of Enlistment Incentives. The surveys of enlistment incentives assessed the
attitudes of the prime youth market toward different options (Fisher & Rigg, 1974; Kaplan
& Harris, 1983, 1986). Options included both monetary incentives (e.g., money for college

and enlistment bonuses), and non-monetary incentives (e.g., station of choice). These
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instruments examined the vnderlying motivators of Service enlistment (ranging from skill

‘training to getting away from home) that would attract segments of the youth market..

Certain military benefits (e.g., retirement, medical services, guaranteed salary) also

were assessed for their usefulness as incentives. Differences in attractiveness of incentives

by quality level and propensity were discussed. Kaplan reported that the highest rated
reasons were those available to everyone: gu'arahteed monthly salary, free medical and

dental care, and retirement benefits. - Also highly rated were on-the-job training, money

1
t

for college, and service to country. Youth who had higher AFQT scores preferred

educational benefits and lower scoring youth preferred skill-related incentives. Other well-

[

rated incentives were guaranteed choice of duty station and low interest loans for buying

a home. Kaplan’s findings, derived from high school students who volunteered to take the

survey, differed from many other surveys in finding that economic reasons were the pri-

"mary reasons youth enlisted.

General Prjogensgz' Surveys. Except for ACOMS, most Service general population
surveys have not been published. During site visits to Service recruiting headquarters, the

project staff received briefings on the desigrr and findings of the studies for use in this

project. Surveys completed by the Service advertising agencies contain proprietary data.

However, it would be in the best interests of all Services if youth 'market information

. from agency surveys were shared, particularly since many contain across-Service

perceptions of youth.
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Recruiting Specific Sixbgroups

Market résearch studies focusing on vsdbgroups have been analyzed separately. The

studies normally involved separate data collections, sampling specific subgroups of interest,

or analyses combining surveys and data files. Three subgroups of interest to the military
(aside from their primary interest of young males) are women, older males, and minorities.

Studies on women (Grey Marketing, 1980; Kiplinger et al., 1985) and older males

(Borack, 1982; Finnessy, 1984) used YATS data or surveys similar to YATS. Propensity:

to join the military, attractiveness of incentives, Service preference, and the relationship
between propensity and enlistment. were analyzed. The few studies of minorities consisted
only of quality-level research of black high school students (Market Facts, 1982) and

examining qualification requirements for Hispanics (Wood, 1986).

Research on propensity and attitudes on incentives for subgroups (women, older -

males, and minorities) did niot provide a significant amount of data, and the data were
outdated. Given the. growing percentage of these groups in the entry-level job market, the

issue is whether data should be routinely collected for subgroups via specific surveys.

Surveys of Reserve Components

While écneral surveys contain sections regarding the Reserve Components, thes;
surveys were really aimed at active component recruiting. Relatively f;:w studies were
aimed exclusively at the Reserve Component market. Two were reviewed (Associates for
Research in Behavior, 1980; Klopp, 1982). ' The former surveyed enlisted pe‘rsonnel on

their intentions to join the Reserves, and the latter was addressed ‘to current Reserves.

35




Data analyses included propensity to jolin the Reserves; subgroup differences; awareress
of Guard/P.e#crvc opportuﬁitics; impact of civilian bompany policy on intentions; and effc;:t
of enlistment incentives on propensity.

Prbpensity to join the Reserves varied from 9 to 25 percent, with the highesf

propensity for non-prior service males. Former active duty service females nat in the

Reserves had the lowest propensity. Positive propensity individuals were significantly more

likely to be single, to be members of a minority group, and to have at least one friend
thinking about joining the military. chér positive influences on joining the Reserves were
working for a company with a favorable policy toward Reserve participation, and believing

that participation would help in their civilian jobs. One-time enlistment bonuses were

more attractivé than education:] assistance, except for those planning on continuing their

education. The data, indic2ted Cirferences in reasons for enlisting, For those already in
the Reserve Components, .. € mos: important reasons stated for | joining were extra mon-
ey (48 percent), retirement tcuctits (42 petcent), and service to country (35 percent).

Research on the R:---~ve market needs to be updated and focused to address

Reserve recruiting constraints. For example, Reserve recruiting relies on the ability to

enlist for vacancies in the iocal geographic area. There is also a need for quick-turna-
round, qualitative type studies on incidents such as Operation Desert Storm for the

Reserves. Reserve recruiting studies are not often pubiished or disseminated to the

recruiting community. Thére may be findings within Reserve studies that have particular

relevance to the regular components.
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Individual Enlistment Decision Making

The surveys that comprise the heart of "Understanding the Mbarket" are based
primarily on immediate, applied informational needs. There also were 'some studies
examining the individual enlistment decision-making process. Described hgre are a study
by Hosek and Peterson in the early 1980s, and an Army research program on "Modeling
the Enlistment Decision" sponsored by Army Research Institute for the Behavioral and
Social Sciences (ARI) later in the 1980s. . |

Hosek and Peterson (1983) developed a "choice-based" sample data basc.by
combim'ng military respondents to the 1979 DoD Arr;led Forces Entrance and: Examining
Station (AFEES) Sufvey and ;:ivih'an ;cs;ﬁondents from ‘the 1979‘ National Lbngitudina,'

Survey of Youth Labor Force Behavior (NLS-Y). Although their efforts hightighted the

' need for individual-level research, little research that has taken advantage -of their data

base has been published. Their own aralyses focused on educational variables. They -

suggested that high school seniors who planned more education were less likely to enlist,

-whereas non-student high school graduates who expected more education were more likely

to enlist.

The "'Modé]ing the Enlistment Decision" research program included selection of

theoretical models most suitable for enlistment decision making and the development of

tools to measure variables in the models. The primary mode! selected was based on
Fishbein-Ajzen expectancy theory. The Career Decision Survey was developed to measure
Fishbein-Ajzen variables (e.g., behaviors, attitudes, beliefs, social .influences), as well as

information that could be analyzed using Hammond’s Social Judgment Theory nmiodel.
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The Career Decision Survey was administered to 1,046 Army prospects. (About
80 percent of the sample was drawn from lead refinement lists that included individuals
who had responded to Army adver*lsmg or were recrumng station walk-ins; the rest was
the 17-20-year-old subset of a national probabihty sample ) Two-thirds of the respondents
had discussed this career option with someone, and pne-thlrd had senously considered
Army enlistment. - The decision model accounted forlbetwelen 46‘.and 61 percent of the
~ variance in respondent careeh intentions. Individuals who were high school graduates we.re
more inﬂuenced; by work-related variables, such as employment status, wagc rates, and
labor force experience. On the other hand, high sehool seniors were more influenced by
educatlon-related vanables, such as learning profxcxency and ability to finance further
education. Development and admxmstratlon of the Career Decxslon Survey were well-
documented. Much of the data, however, have not been analyzed.

Approaches such as those used by Hosek and Peterson (with their "choxce-based"
sample) and the Army (w1th its "Modelmg the Enhstment Dec1sxon" project) have merit

for providing tools and information of value to military marketmg research.

Army Experience Survey (AES)

The Army assessed the charaeteristics‘and motivations behind enlistment 'and
separation, .and the attitudes and experiences of former soldiers'with the Army Experience
Survey (AES). Respondents provided enlistment-related information that was clearly
retrospective in nature. The AES was undertaken in response to questions posed by the

Secretary of the Army in the 1984-1985 tlmeframe These questions were:
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e Where do Army veterans go and what do they do?

e Was the Army helpful to them?

e Are they favorably disposed to jolining the Rese: es?

e Do they view their service in a citizcnship role?

| The AES’ included questions related to demographics and attitudes, perceptions, and
experiences associated with both military and civilian life. The instrument incorporated
many items from other surveys (e.g., YATS). AES data were collected April-July 1985
from five samples of veterans who left service during FY82 through FY84. The samples
‘ .included first-term separatees (5,131); first-term attriiees (1,616); veterans who had served
more than one term, but had not retired (1,098); retirees (500); and ARI Exit Sﬁrvc_ey
respondents (267). The project’s primary focus was on fi'rst-term seéaratee;. It was
administered.via multi-wave mailings with telephone follow;up..

The AES data Base is fairly.rich, carefully constructea; and still reasonably current.
Relatively little analysis of the data has been published. Primary documentation consists
of a data sonréebook and user’s manual, a report éf‘ the study xﬁethodology, and se;'eral
volumes of tal')ular data. |

As part of the AES, researchers evaluated the effectiveness of methods for tracking
down véterané_. Results may be useful for similar data co-llection.s in the future. Sﬁrvéys
of veterans could be imprloved by tracking veterans who were initially given surveys zs new
recruits and comparing their "before and after" responses. Identifying changes that take
piace during military service would aid nderstanding of the entire enlistment/reeﬁlistment

decision process.
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CONCLUSIONS ON UNDERSTANDING THE MARKET

Service recruiting manaéers cxp.rcssed a number of concerns. The first dealt with .
the icngth of time required to analyze suivey data and doc.:ument'survey findings. The
Sc'rvicc; coﬁductcd a numt;er of in-house awareness and attitude tracking studies to try
to obtain more rapid information. Another frequent comment‘ heard dealt with the
j redundancy in survey work. Many of the surveys ad'dressed' tﬁe same issues, anc the data
poi'ntcd to the séme findings. |

Discussions with recruiting manage‘rs also suggested the need for periodic ﬁ:érket
pulsing. Periodic pulsi.ng is a technique in which a panel of resppndents is interviewed
repeatedly over time. .'I'he techn‘ique. permits measurement of changes in-attitudes, pex;-
ceptions, beliefs, and values of segments of the yduth market in éeSponse to Service or
external events. for example, periodic pulsing would provide cross-sectional surveys to
indicate the impact of modified policies. The dual objectives of such cross-sectional
s‘ur\;eys are to: | |

. Meaéuré the éttitudes, perceptions, belig:fs, and lval.ues of a subpopuléﬁon,

e Rapidly identify changes in direction and magnitude in attitudes, perception, etc.
Attitude trends are frequently a more important consideration than intensity
measured at a single point in time. '

A third obserifatio;'l was that survey rese‘arch has yielded quality data ‘that havé not

been fully used. In part, this was due to researchers being unaware of survey results that
- were Lever published in the pﬁblic domain. Slixit"tingA priorities and a shortage of résearch

staff within certain recruiting commands were also identified as contributing factors. There
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appears to be a strong need for a central agent to collect and disseminate market research

survey data. This may provide flc\r more efficient use of rcséargﬁ ﬁndings, and facilitate the
sharing of work within and across Services.

The Services agree that survey data provide a wealth of information regarding the
life;tyles, vaiues, attitucies, and aspirations of Iyouth‘ and of youth pcrceptions regarding
advertising. Th'c data also point to avenues for exploration regarding what will swing a
youth’s decision toward a military enlistment. That information would be even more useful
if a syst'cm and procedures are developed to obtain and apply data in a more- ;apid
fashion. Recpmmendafions in regard to such a systt;m and procedures are .in”' the
management report . (Title:'Summary of Mi]itary Manpower Markét Research Studies:

A Management Report), September 1991, FR-PRD-91-10).
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Chapter 3

IDENTIFYING THE MARKET

'
t

The decision to transition to the All-Volunteer Force (AVF) carried with it an
implicit decision to emphasize an occupational rather than an institutional approach ’to
recruiting. That is, youth would be offered tangible rewa:ds (e.g., pay comparable to
civilian earnings, bonuses, occupational choice gnd training) in contrast to the traditional
appeal to intangibles such as service to country. Without conscription, the Services had
to compete directly with the private sector and post-secondary schocls fpr bright young
pécrluits'. To compete effectively, sufficient levels of recruiting resources and incentive
. programs had to be justified in the budget process. Once.‘ acquired, resources had to be

allocated efficiently among recruiting programs and territories. The key to solving these

" problems was quantifying the impact of econcmic and other variables on the supply of

enlistments.

| STUDIES OF ENLISTMENT SUPPLY
Using the models frbm the President’s Commission on an AII-VoIQmeer Armed Force
(Volumes I and II, 1971)Ias a starting point, the Services sponsorcd"res'earch to uncow;cr
thé relationships among the variéb]es that inﬁuénccd enlistment' deciéionslb}," individuals.
This body of research was known commonly as studies of enlistment supply.‘

In general, enlistment supply studies estimated mathematical relationships between

the number of enlistments (accessions or contracts) and a variety of explanatory variables.
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It was only natural that studies of enlistment supply were constructed within a labor supply

framework. On the basis of a time-series/cross-séctional study of enlistment supply across
the four Services, 1976-1982, as outlined at the confcren;:e of the Southern Economic As-
sociation (Goldberg & Greenston, 1983), enlistments were viewed as heavily influenced
By econorﬂic considerations. It Wés assumed that indiﬁduéls conipare work in the military
| With work in the private sector, and select the one that maximizes ecoﬂomic bencfit;s. The
basic assumption was that the inclination to enlist Wouid increase if there were an increase
either in ‘military pay or in unemployment.

,Stu.dies focused on the effects of various controllable and exogenous variables.
Examples include relative military compensation (thé ratic of' civilianlv\}ages to‘ military
‘ combénsation-that includes pz;, tax advantages, aﬂd subsistence), youth unemployment,

" and recruiting effort. A complete list of explanatory variables is shown in Table 3.1.

Development of Enlistment Supp& Models

Analysts developed enlistment supply models using econometric regression-based .
techniéues. In genera!,‘enlistment supply. studies had four main purposes: (1) production
of long-term fqrecasts (5-7 yearsj of ‘enlistment contracts or accessions; (2) corﬁpﬁtation
of economic clasticitlies of varfébles affecting the enlistment decisfon; ‘('_3) quantitative
insights into resource allocations; and (4) short-term forecasts (up to 12 months) to fore-

warn of impending supply/demand disequilibrium that would necessitate policy changes.
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Table 3.1 .

Factors Believed to be Related to Enlistment Swpply

Occupation

Family Charscieristics
Marital Stats ‘

Tte
Perocptions
Propeasity
Values
Habits

(By Subgroup
a atica)

Eecgodepographic
Unemployment
‘Wage Sala

Urban Mix

Qualificd Military
Available Ratios (QMA)

Mediaa Income

" Cohoct Skze

Comt of Higher
Education

The techniques employed in the models ranged from si'niplc ordinary least squares

(OLS) regression using aggregate, cross-sectional data to more sophisticated, stochastically

linked switching regressions designed to account for supply-demand constrained functions,

simultaneity bias, and autocorrelation. The selection of variables and estimation technique

was influenced by the specific goal at hand.
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Tabie 3.2 provides a summary of the models reviewed. Researchers employed the.
concept of eiasticity when reporting supply effects. The elasiciiy of supply of a factor is
| the percentage change in enlistments for a one-percent change in the factor. For example,
an elasficity of 0.5 for recruiters means that a one-percent increase in the number of
recruite‘rs would result.itll a half a ‘pcrcent increase in enlistments.

Studies of enlistment supply show widelvan'.ations in the type of data, explanatory

variables, and 'the .functi_onal form of the estimated relationships. Through 1983, studiycsl
yielded more questions’ than answers. While most authors agreed op‘ the direction of
effeéts, there was wide divergence in magnitude. For example, reported elasticities for
recruiters ranged from 0.08 (Amey et al, 1976) to 1.20 (Amey, 1983); wage clasticities
' 4 from -.80 (Dertbuzo;, 1984) to 4.i6 (Kostiuk & Groge‘ﬂ, 1987); advertising elasticities from
- -.04 (Amey et al., 1976) to 3.0i (Bres, et al. 1981); and unemployment elasticities from
-.09 (Goldberg, 1982) to 2.3 '(Daula & Smith, 1984). | The variati‘ons primarily reflect
~ olmitted or incon’ipletely measured variables. Some were due to thé time 'peribds'Studiedl;
for examial‘e, Amey’s -.04 advertisiné elasticity wasvconducte.d at the time of the Vietnam
War, when draft attitudes strongly affected supply.

T<‘) understaﬁd the diffe‘rvences, one must remember tha‘t the early research efforts
had no established baseline. Military manpbwer market research was in its infancy, with
all that implies.'-- the selection of dependex;t variables é\l/entually found to be incorrect,
data that were at an overly aggregated level, and, given the newness of the AVF, an .
inability to gather data over time. Therefor.e,'tvhe ea‘rly work on énlistment supply‘ shbuld
t;t;, viewed not so much in terms of a synthesis where oﬁe triés to bring toget‘her divergent

views, but in terms of what was learned regarding the process of estimaﬁng supply.

46




K200 Vi O0SH

{roa1}
g § eaeg

fugeye), Loywindry

Awry
vogwndad
W 6191 ANPeavoo "oueg .

™) 2} o wewkodueun - © OOSH e ¥ Miym N '} (ro81)
A} fnd vemaryopgy WL DYISH 01} ‘gog s 3 g
‘AR ‘weukodusun D i) . {az83)
‘uonzindod ‘weynoey S ‘O0SH Mo} ey forey

_ eaneg
W AoKdweun ‘Sesnuog SdN v (9061}
i ol yasmy oo moL 0 Veuvenon
C , toose)
. "weynons ‘uoreonps LY : JoBeouip
TN A 3593 Wawinuy ¢ ¥ Upong
“Sae; ‘voneanpy ‘s Nueyddy eatneg N
sesiodse AN Sy Ea:SA..S& oeiog
uoe) - {o081)
‘w18 Juslikoiwen 1Z-¢1/noeaueo 4 fazsi}
QinoA "seyew §2-£4 oy W1 DOSHN W e w2 oy
Suo vewAsiope e WL OGSH K1 0051 “eupe.y ‘Aowy
9099197 wepusdeg fprag

$19poxy Addng 9fsewiouco3 Aing eapoy jo Asswuing

47




{poruquoD)

8A1HI0

uoissiw ‘Dursiespe . -

‘sierinoes ‘Aed puwjar)

WOISSEY ’

ViK1 DOSH #EN

{see1) -

suioy

Weliruoe; suveyy ‘eaiog
Xy ‘AxeN “usy ‘sorew

12-L1 jo vokey Jod veqin

% ‘O[EW YIeN % ‘Uo
-eyndod eew 12-/| ‘ores
Aorch “Oae ‘ores

.eo..;oas!s u eluvep

~ "sBunee wenaoiony

KR0S am O0SH
‘HRAU0C Wi DOSH

- E

(eo81)
UOISLBBIO)

9 Seqppyy

uosees
‘uceBa; soryod “sesnuoq
‘sisynoes “Asd yuyay

OQSH I SaN.

$e l5ed

{ge81)

;:EF!!
‘73 1D 'vosens
*Aud JuyAd LIRINOR

L
Wii4 O0SH

9 tegpoy

(as01)

wUnoe 8 19
'$ Sursesenpe *Aed puyan)

mop -

OdsH vl

{1981}

dod ercw 12-/1 MGk
‘voeindod eew 12
<L 1Anpeid ‘¢ wesdaxd
qol-feayshomunos

‘s wesBaxd qol yinok)
‘ores wewkodweun
“Aed vewnoiOMy

e -

N DOSH Wil

._DOSH '9QsH Mol

$eb

{zes1)

Biaqpiogy

.Sa:ir -

STV M
10A4-00A4
“Aupuory

monb uorsseo

Awenb mop wonb
vorsseoe Arenb-yby
sepnos; ‘vonendod epw
6151 ‘solem voronpad
Bw ‘pr0 10 94 LON R’
nes wowiodweun ‘soes
000 J0M01- 81l DASH

weJUD
-V 50H

Ay

(vos1)

sornoueg -

- g

Ay,
favqupsp Aojeuedxy

soqepep luspuedeg

s19pon Addng anewouco3 Aing eapay jo Aswung

{panuguo))
ceeger

48




i (gys) sesnuog
feuogednooo WWBLASIUG-B; OATO0|0S

. vogeunse ‘Envve (100Y) weens . fnoeooy -
Adns ugog BLASVLAS - owoouysBunse3 wewisiueoy A ¥ Jurp
R 10046 [BUOSEOY .
- Bursiieape ‘Jusiwhodisoun B " spesuo .
ovnders Kpsyrend - ‘ones Aed pwyan . borsindoug _ (9681}
‘510 feeun) ‘SBAS1CA4 ‘speod ‘wennoey JopN ] ssepeg
: . . © Aisvop Auouw _ .8IN05 - (st
oundeys e Ao uewiondweun ‘wogeanpe_ SO PIO w Uewopem
$70 ‘reeury "AY ‘ewoou ‘sisnoey _Jeop 1241 ‘aog ¥ sdod
. ¥oeR % ‘uowes .
SH ¢ Bursnseape
' Buninoe: gesero
: Puw AUoUW ‘sipnoe)
: U _"Resuedoid §1¥A 930
§151 PRSI0 Sunnoe ‘vegun ¥, vl s
hq mowy Aq Aupuow -Aorduweun ok ‘ere: wew WS ‘RMAUO - {osst)
B0y sreeury SADSLAD  -lordweun ‘Aed vemaoiopey YiH BOSH 'DasH famy Aorony
’ fpmmnd vodes ‘voreos 'y . ossey (1061}
wo ‘BLASELAS Wewhodusun *Aed gy FUOISIBTNY BAIOTRNY W wBrenopy
wopues s vorBes ‘reod : (2981)
700 S0 Kq Aepuow *Aed yuyno ‘voeindod Sutrny vefoig ¥
‘moutoy. 98A4-29A4 WwewAodweun ‘Sieynsoey WoTERYY BuesEY Ay wngso
ver-xog soqeves u ebueys ‘Aed (voet)
. /S0 . eeAdAd _ uyap weuwkodweury Vil DOSH ey ey
&7 puentueyy (oBeyo0 14 00 Wii4 e
-ap iy OUSHONW 12-/()ereinka - VIR{ DOSH swmiou WG (2201
winog-;ey - SYND ‘uenDe ‘aes s Vi1 OOSH ‘Wiym v ey
moutbo) 8D -Aogdweun “Aed G vem Vi ‘o0sH moy 000 1P
vopwwmey g Atopwery suquiep wepusdeg ooy foreg
- Poquyrep Aorsuedey : :

siepopy Aiddng anewou0a3 Aing eARayY jo Arewnung
(penuguog) -
Ztege)

49




- Rec&rch Approaches and Conccms

Described below are three ways in which study authors built upon lessons leamed.
These involved periodic reviewn of existing models to determine differences, strengths, and
weaknesses; use of earlier models as a baseline for new direction; and periodic ‘updating
of models by the primary‘éuthor. |

Periodic Reviews. These studies represented detailed reviews of selected models.

The reviews pointed  out differences in approaches, identified the major strengths
associated with the studies, and explained their shortfalls or weaknesses. The output
product was normally a set of recommennations which would help provide a roadmap for
future research, in contrast fo the deVelop.ment of a new model. Exax;nples included:

° ' Econometric Models of Armed Forces Enlistment Levels (Amey, Fechter, Huck,
Midlam, 1976). This study reviewed 17 time-series, cross-sectional, and
pooled time-series/cross-sectional studies ard analyses. The studies reviewed
covered the periods 1958-1965 and 1970-1973, and represented the major
feasnblhty studies for the AVF. : ‘

° Factors Aﬂecting U.S. Army Recruiting (Klopp, 1981). This effort compared
~ seven supply models that used economic variables to predict the dependent
variable.

. Department of Defense and Navy Personnel Supply Models (Cirie, Miller, &

Sinaiko, 1981). This was the report of a workshop that compared and

- evaluated three supply models developed by RAND, the Center for Naval
Analyses and Duke University. ‘

e A Framework for Integrating Alternative lettary Manpower Supply Methods
(Borack, 1984). This study examined both econometric models and
demographic analyses conducted for the 1973 to 1984 time period.

Baseline Approach. The second type of study started with a baseline that compared

acknowledged and/or identified. deficiencies associated with past enlistment supply models.
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The new study authors then provided a model believed to improve upon past models.

Examples include:

- Enlistment Supply, Recruiter Objectives, and the All-Volunteer Army (Dertouzos,

1984). This study demonstrated that previous models were deficient in
focusing exclusively on supply of single categories of enlistments. It then
factored in demand variables (recruiter incentives and quotas) to develop
more accurate elasticity estimates of hxgh-quahty enlistments with respect to
supply variables.

An Economic Analysis of Army Enlistment Supply (Horne, 1985). This study

examined reported "problems endemic to enlistment forecasting literature.” '

" The author then derived an estimation mode! believed to 1mprove on past

time-series enlistment models : , ,

Periodic Update. In these studies, the primary author periodically updated and

refined prior work. The updatéd work normally applied ]éssons learned, utilized 'new

tgéhniques, and applied more detailed data. Two i)rimary authors of such work are:

Goldberg. Basic and updates occurred in 1979, 1981, 1982 (multi-volumes
that year)...1988, 1990. His work primarily consisted of refining and updating
econometric models related to early warmng and enhstmem supply models.

Morey. 1980, 1982, and each year to 1988. This work aimed primarily at
determining resource/incentive allocations to optimize quality enlistments.

~ Some research brought into question the feasibility of measuring enlistment supply

-via econometric models. Dale and Gilroy (1984) argued that iime-sgries models prior to

1984 exhibited evidence of internal instability. The instability resulted in ditferent

elasticities for many variables as the sample size or variables were changed, that is, as

studies applied different combinations of the vanables 1dent1fxcd in Tablc 3.1. Other rea-

sons for the mstabxhty mvolved both data problems and dxftlcultxes dssomated with dealing
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with multico'llincarity. That is, there was no simple way to distinguish between the effects
of two or more variables‘ that increased or decreased at approximately the same time.
Another obstacle Was that supply models required forecasts of unlcmployment and
other exogenous variablés.l Their accuracy was dependent partly upon the accuracy of
foreca;ts of the e;:onomy (Dale & Gilroy, 1984; Goldﬁerg, 19855. Unfortunately, there
is a degree of inaccuracy in prgdicting future levels of ecoxiomic activity. To try to deal
with the problem, manpower planners took an arbitrary approach and p‘rojectedla constant
level for economic variables (unemployment and civilian wages) over the near term.
However, economic fluctuations playédl havoc with economic forecasts and market projec-
tioﬁs during the late 1970s and early 1980s. As a result, the value of various models was

again brought into question.

PROCEDURAL LESSONS LEARNED IN THE DEVELOPMENT OF SUPPLY MODELS

The éérligr supply models esﬁmated the number of accgssions (i.e, actual enlist-
, mt':nts) of young rrlales as a functiﬁn of variables rcla¥ed to the enlistment decision. Over
time, "contracts” (an agreement to join the delayed entry prégram [DEP)) replac;d
accessions. The objective became "high-quality" contracts (high school grédﬁate rﬁaies

scoring at or above the SOth percentile on the AFQT).

Guided by economic theory, early analysts identified variables they believed should .

" be related with enlisted contracts. Variables used by all researchers were population,
number of recruiters, and unemployment. Others included relative miiitary compensation,

goals/missions, incentives, advertising expenditures, more disaggregated ievels of

52

3 R PR A




demographics (i.e., race and gender, region), édjustmentys for seasonality, and personnel
policies (e.g., changes in enlistment standards, terms of enlistment, and educational
incentives). The early efforts did not have standard definitions of data elements. For ex-
émple, :unemplcyment rates were reported for many subgroups.. Youth unemployment was
thought to be the most appropriate, but was not ai'aiiable at smaller levels of aggrega-
tion. In light lbf suéh’ diffcrcnceé, direct comparison of results from many early efforts is -
inappropriate. |

Threle types of econometric analyses were represented: time-series (Dertouzos,:
1984), cross-sectional (Bu'ddih' & Witsberger, 1985); and pooled‘ time-series/cross-sectional
(Asch, 1986; Kostiuk & Grogan, 1987). The scope ranged from aggregate (nationai) time-
scriés or cross-sectional (Dertouzos, 1984) to disaggrcgatc (regional.) pooled time-
series/cross-sectional _(Go’ldbefg, 1982).

Ma_ny of the studies, part’icularly pribr to 198;, user time-series analyses (Huck &
Allen, 1977, Morey & McCann, 1979 ). However, the models were qufte different;
Grissmer used monthly data 6yer calcndaf year's with seasonal dummy variables being mul-
tiplicative. rather than additive. Goldberg used quarterly data and seasonal c‘iummy
variables for the first thre‘e calendar quai'ters._ Morey aﬁd 'McCann used 11 moﬁthly
dummies and two annual dummies (Pereiman, 1984). |

The' early tixﬂe-scries (TS) analyses did have problems. First, tﬁe high c‘orrela;iclm
between variables' made it difficult to sepafate effects. Second, gi\'/en the relatively short

length of time represented in the data (on average, 4 years), there was too little variation
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to detect trends reliably. Early studies also had problems due to mixing aata from
conscrip'tion and AVF years. |

llustrative cxarﬁplcs of cross-secticnal analyses were Pope and Weideman (1975),
and Huck (1977). All employed cross-sectional data by state. These analyses had
difficulty in sepérating regional aiffcrences acrogs a number of exoécnous facfors (wages,
unemployment, anc propensity;, and the lack of time varilation to allow for lag effects
(such as advertising effects). ) |

Dale and Gilroy (1984) pointed out tﬁgt the principal use of individual time-series
and cross-ééctional model‘s was in determining which variables were impoﬁaﬁt, rather than
the précige contribution of each variable. A numbcrl of studies used a pooled time-
series/cross-sectional (TSCS) approach (Morey, 1982b;¥ Dale & Gilroy, 1984, Gc;ldberg &
Go'ldb,erg,' 1989? Simultaneoqslregressicn vanalyses‘ enabled researchers to accouni for
variations in elnlistment patterns aéross fime Iand géog;aphic area. Som; criticized the.
pooled apprbach as including the probleras of both time-series and cross-sectional anafysis. B
However, shared information about le;sons learned resuited in more recent studies con-
verging oﬁ the variables selected and the elas;ticities of those variables (e.g., pay elasticity
in the raﬁge of 1.7 to 2.1). The trend has Ec;:n toward decreased levels of aggregation
involving~;hdrter intervals of ‘time, and.using application of pooled ana.lyses énd other
more ,complex econometric techniques. Findvin"gs from th‘c body of enlistment supply
reseafch are of two t.ypes: those dealing wit‘h the process of estimating supply models, and

those dealing with the estimates themselves.

54




-

Other important procedural lessons learned include:

Incomplete _modeis _saffer from estimation bias. It is critical to ‘include all

appropriate variables. To be really uscful an ehlistment model should include a complete

set of critical factors, properly mcasured, it also must be estimated with recent data using

- an appropriate astimation techmque The two elasticities that rccexvcd most attention in

enlistment supply models were pay and unemployment -- pay because of its impact on the
budget, and unemployment because of its strong and consistent effect on enlistments

(Daula & Smith, 1984). However, in examining the sensitivity of the elasticities of these

" two variables, Daula and Smith demonstrated a drop of 50 percent in the pay/unempioy-
ment elasticities when models used a full set of exogenous variables; however, the

elasticities doubled again when co'mpetition variables were added. Their point was that

the parameter estimates in incomplete models suffer from considerable estimation bias.

The incl mclusmn of "demand" variables improves model estimations. The assumptxon

was that the supply of high- quahty youth was limited (termed "supp]y-constramed")
However, over time studies (Goldberg & Greenston, 1983; Daula & Smxth, 1984) de-

monstrated that variables such as changes in enlistment standards and recruiting goals

 affected the number of high quality youth recruited. A number of models, by either:

" omitting or inadequately representing shifts in policies that constrain the enlistment of

available high quality youth (such as standards and goals), yielded erroneous forecasts.
However, the effect did not apply to recruiting units unsuccessful in achieving their re-

cruiting goals.
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Recruiting management tools affect supply models. Most studies recognized re-

" cruiters as an important variable in supply models. However, in the initial 10 years of

studies, there was little focus on understanding the role of recruiter incentives and
competition systems. Important contributions were made (Dale & Gilroy, 1984; Dertouzos,

1984) with analyses of the impact of recruiting management tools. It appeared that re-

[cruiters worked just to achieve goals, despite having the ability to exceed the target. This

resulted in high qﬁality being sometimes demand-constrained. Conversely, decisions to
require quality above numerical objectives resulted in recruiting more high school gradu‘-
ates who scored above the 50th percentile on‘ the AFQT. Failure to r;cognize the role
of maﬁagement decisions affected supply estimates.

There is greatvuncertéing in_complex econometric models. Many models ﬁad un-
stable measured elasticities for pay and unemployment, and were depéndent upor: equal-
ly unreliable forecasts of economic activity (Dale, 1984). Dale demonstrat:d this laiter
point with the results of two large-scale models (the Institute for Economic Analysis [IEA],
1984,"and the Bureau of Labor Stétistics (BLS]), 1982) which 'projected total military de-
mand for. computer services. The BLS projected a $4 b‘il‘lion cost by 1995; the IEA
esti'mated over $20 billion for the same time period. Many researchers have moved away'
from forecasts provided by other agencies, and 'déveloped their own economic forecasts
using av .combinatio'n of leading economic indicators (Goldberg & Greenston, 1988a).

Military market researchers also had to deal with important variables'affecting
enlistmeqt supply that were ﬁot;‘and will never be, within the control of a single Service

or of DoD. Such varfables inéludc:
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e  Those controlled by other agencies -- for example, congressional actions
regarding pay and allowances, recruiting programs and resources, and peri-
odic direction regardmg enlistment standards; other Services’ recruiting
programs. A change in any of these variables could have significant effects
on forecasts. ,

. Those that are not controllable, but may be forecasted, such as QMA and
hxgh school graduate rates)

e ' Those that cannot be forecasted wuh a great degree of certainty, such as

youth attitudes and public perceptions.

Learning from its early effdrts, over the past 10 years the research community
eiénificantly increased the 'sophistication of its efforts in terms of the numbers and eypes
ef independent variables used, the level at which dafa are bcol'lected, and-st'ate-of-the-art

_techniquee employed to measure the effects of ‘these variables. There has been a
ecntlfnual. strong trend toward increased methodological rigor end mlore complek
specifications. This has resulted in more accurate understanding of business cycles, im-
proved economic projections, and an increased capability to capture the ‘interactions of

socioeconomic and sociodemographic variables related .to' the enlistment decision.

)

WHAT IS KNOWN FROM ENLIS'I'MENT SUPPLY STUDIES
Studies in this chapter were categonzed as follows:

Enhstment Supply
Market Coriditions
Market Segmentation

Goal Allocation
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As studies were reviewed, it became evident that studies whose primary objectives
emphasiied market conditions and segmentation were usually subsets of enlistment supply
models. Therefore, while this chapter summarizes studies in each of the four areas, the

major portion deals with enlistment supply.

Enlistment Supply and Market Conditions
Based on the _sym;hésis, a number of conclusions can be reached regarding the
effects of the economy and recruiting resources on enlistment supply. The subject of

nearly all of the recent supply models was Afmy enlistments, so conclusions about Army

- supply effects are more firmly based. However, we also cite the best estjrriatcs available

for the other Sefw‘ces.

Supply Effects of Recruiters, Misgions[Goalé, and Population

Ideally, analysts would measure recruiting effort with data on labor hours devoted

to the recruiting of high-quality youth. Unfortunately, this level of detail is not available.

Instead, rccmfting effort is measured by the number of production recruiters assigned and
two mission/goallcategorics: high-quality goal (AFQT I-IIIA high school graduates) and
"other" goal. Analysts recognize that the effect of recruifers is tied to what managers ;ask
of them. ‘Aftcr‘all, recrﬁiters are not assigne.d without goals or goals without recruiters. -
In theory, we would cxpect‘that assigned récruiters ;cmd hiéh-quality goal/mfssion would
have a positive effect on énlistments. Alternatively, if recruitingl.resources, are diverted to
"oth.ers," incfeases in the other goal shoulci have a negative efflect on high-quality

enlistments.
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The coefficient of the recruiter variable measures the "partial effect” of increasing
the number of recruiters. The "total effect” is the sum of recruiter and goal elasticities:
it measures the combined effects of adding recruiters and giving them goals. We expect

the partial effect to be positive (adding recruiters increases eniistments); the total effect

should be greater than the pértial effect (recruiters with enlistment goals are more -

productive than those without); and that the total effect of recruiters and goals should
have an elasticity -le|ss than uhity to ensure diminishing returns.

In some formulations (primarily TSCS studies), the dependent variable was nof
number of enlistme_nt' contracts, but ‘contracts per population (ie., the cnlisfment
probability for a typical individual in the district)l.. - Récruiting éf_fort affects’ enlistment
probability by increa.sing the information ax;_ailable to potential enlistees. Models were

specified based on the assumption that information provided per population was a function

of recruiting effort per population; therefore, the recruiter and goal variables also were -

deflated by populgtio,n. This specification carrics-with it the implicit assurhption thatlthe
supply equation is "linear homogeneous" with réspect to population, recruiters, and' goals:
that is, holding all other supply factors fixed, ;n increase in these variables by Y percent
results in Y percent more enlistments. Thus, if two districts were identical cxcépt that one

had twice as many people, recruiters, and géals, then thc larger district would generate

twice as many-enlistments.

The loglinear functional form has proven to be the most useful for analysis. It

~ permits diminishing marginal returns to increases in supply factors, such as recruiting

resources. It also permits the productivity of recruiters to be atfected by the levels of
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other féctors,_ such as relative military pay. Thus, ¢s relative military pay increases, the

productivity of recruiters increases. The regression coefficients are partial elasticities --
that is, the percentage that enlistments change when a supply factor increases by one
percent and:other factors are held fixed. The coefficient of a dﬁmmy variable is the
pe'r_cehtage effect on enlistments of the variable increasing from zero to one.

~ Given the loglinear functional form, the "pﬁrtial effect" of recruiters is. the coeffic-

ient (elasticity) of the recruiter variable. The "total effect" is the sum of the coefficients

(elasticities) of the recruiter and goal variables. The "homogeneity assumption” implies

- that the population elasticity is 1 minus the sum of the elasticities of recruiters and goals. .

The most rigorous Army supply modeling effort was recently completed (Smith, et
al,, 1990). Although the pn'mary.purpose of the study was to examine the cost effective-
ness of the Army College Fund, the modelihg'effort accounted fof all of the perfinent
resource and enﬁronmen,t variables, a‘nd cover¢d a long period (FY 1981-89). Variables
w',ere measured at the recruiting district level.

The pém‘a] elasticities were as follows: recruiters 0.15, high-quality goél 0..28, other
goal -.09 for a combined‘ recruiter/ goal elasticity of 0.34. These estimates are somewhat
lower thén.in previous efforts and hay have belen diluted by a data anomaly. From FY '
1987 to 1989, high-quality contracts declined nearly 18 percent while the number of:
recruiters increased 8 pefccm. Past efforts had tended toward a total recruiter elasticity
of 0.50. Given that the partial elasticities for the goal variables are plausible, a more
realistic partial elasticity for recruiters is 0.31 (the total effect>[.50],min'u's the partial effects

of high and other goal [.28 - .09 = .19)). Therefdre, the effect of qualified population is




0.50. These elasticities have intuitive appeal. Basically, the evidence indicates that the
~ effect of recruiters and recruiting effort is equal to the effect of population. .

Ccnclusions for the other Services are less precise. Few studies were conducted

in the lasi few years. The most comprehensive study was conducted for OSD to maintain
‘the Enlistment Supﬁly Projection and Enlistment Early Warning System models (Goldberg,
1991). In his latest réport, Goldberg discusses the best estimates of :supply elasticities.

Table 3.3 is extracted from. that report with modifications. Overall, the research team

1

concurs with the conclusions reached by Goldberg. The estimated partial recruiter

. elasticity for the'Navy' (0.46) and Marine Cofps (0.48) were plausible.

1

Table 3.3

Best Estimates of Supply Factor Elasticities®

~ Male, High School Graduate, AFQT Cat I-ITIA

Amy Nawy Air Force Marine Cocps.

Factors ‘ ‘
. Pay o 120 083 0.70 0.83
Unemployment 059 046 ' 0.59 : 048
Recruiters

Partial ' . 031 046 0.75 ‘ 0.48

‘Total " 050 - 061 0.90 060 .
ACF?* Benefits - o
. Enlistment Bonus e
Advertising 0.05

*ACF = Army College Fund.

* Adapted from "Recent Estimates of Enlistment Supply Models" by Dr. Larry Goldberg, April 1991, page 36,
Table 13. .
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The estimated total effect of goals on Navy enlistments obtained by Goldberg was
.sorﬁewhat high due to an implausible positive elasticity of 0.23 for non-high-quality goal.
A positive sign indicates that increasing the goal for lesser quality recruits increases high-.
quality prodﬁctfon. This result was probably attained because the Navy incréased goals
proplortionately - when high-quality gbals fncreésed, l=sser-quality goals were increased also.
Since recruitiﬁg lesser-quality takes tirne away from the primary goal of high-quality, the
sign should be negativc.‘ Using' the Army elasticity for "other" goals as an esiimate, we
imposed an elasticity of -0.10 for this factor ‘rcsul'ting in a more realisﬁc total recruiting
effort elasticity of 0.67. 'ifhis léavcs 0.33 for the effect of population. Thc.méasured effect -
.of goals for the Mérine Corps was between 0.04 and 0.12. The higher value was more
consistent with evidence for the other Services.‘

Direct estimates f(I)r thel Air Force were implausibly lov‘v or high depending on the
model. Goldberg obtained an estimate of -0.02 from a TSCS model and 1.02 from'a TS
. model.. The total effect of fecruiters and gbals must be less than or equal to 1.0. Because
of small requirements, it is llikely that the number entering the Air Force is r;o} strongly
influenced by population. A realistic guess as to the effect of population is; around O.ll().
Therefore, the elasticity for Air Force recruiting effort would be 0.90. |

employment and Relative

A subset o‘f enlistment supply studies focused upbn estimating fhc imp'act on
enlistments of external factors over which the Services had li;tle or no control. These are
categorized in this study under. the heading of "market conditions." While mansl studies

were part of an enlistment supply effort, their purpose was to quantify effects and trends
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of exogenous business c);cle variables such as seasonality, unemployment, and wage
differentials on attracting youth to the military (e.g., Dale & Gilroy, 1983).
It was a long-held intuitive belief among recruiting managers and policy staff that

two externa! variables most influenced enlistments: relative wages and unemployment.

- However, reviews of earlier studies (Dale & Gilroy, 1983; Horne, 1985) did not support

hard conclusions. A number of studies found no impact, some found insigm‘ficant effects,

and others, while statlstlcally sxgmfrcant were in the opposne direction. The studies re- -

viewed and their reported elastrcmes are shown in Table 3.4.

In evaluatmg the effects of unemployment and pay, Kostiuk (1989) reviewed geo-

graphic variations in market conditions for the penod 1976 to 1987. He examined vari- .

ations in earnings, college enrollment rates, and unemployment rates over time between

different census-divisions. He concluded that there were large differences across time and

regions and recommended that data be tracked at the local lev.ei. Some of his key obser-

vations were:

° Average weekly earnings for young male hrgh school graduates fell 19 per-
cent (adjusted for inflation) from 1976 to 1987.

] Declines .in earnings of older men (age 26 to 50) declined only 4.8 percent.

° Unlike high school gradu ates in the work rurce, wage rates for college gradu-
ates increased from 1976 to 1987.

® The magnitude of change varied quite extensively within census division. For
example, for weekly earnings, New England was in last place in 1976, second
to last in 1982, but in first place by 1987 and it was the.only division in
which the 1987 ear’m’ngs were higher than in 1976.

' ] There were sxgmfrcant dxfferences between reglcnal and natlonal employment
rates.
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. Table 3.4 ,
Comparison of Army Unemployment and Pay Elasticities

- meanoe

NOTE: Tabie derived from Dale & Gilroy (1983) and Horne (1985).

64

icities
Study Period ' Unemployment Pay
Time Series
- Fisher (1969)* Quarterly:1957-1965 .'la -46*
Fechter' (1970) Quarterly:1958-1968 - ¢ 1.24 to 1.67
Cooper (1977)* Semiannual:FY71-FY76 ' 11 10 .27 9510 1.23
Fechter (1978)° Quarterly:1958-1974 ) 208 112
Grisamer (1978) Moathly: 6/70-7/15 37 10 42 122 to 1.68
Withers (1978)° Quarterly:1966-1973 .- -28°
Fernandez (1979) Moathly:7/70-9/78 .05 lo. St 5410 88
McKnown (1980) Scmiannual:1968-1976 05 S4 0 82
Dale&Gilroy (1963)* Mouthly:10/75-3/82 94 23 !
Dale&Gilroy (1984) memm 81010 91017
Ash (1985) Sen'nnn‘nal:l%s-lwé .i3 28
Horne (1985) Quarterly:2/77-2/84 73 27
Cross-Section
Grey (1970) 1964 e 15
Huck (1977) | 1977 t 24 80
Daula (1982)° 1978 230 336
Bam-m 1962y 1978 , . 93 354
. Pooled TSACS

Goldberg (1982) Anoually: 1976-1980 09 213
Brown (1983) Quarterly: 4/75-382 ‘ d
. Esumated DoD equations only

Uses ratio of civilian to mulitary pay rather than mlitary to civilian

No effect, and elasticity not reported
. Uses employment vice unemployment rate

Nonprior service male diploma graduates, all mental categories

Elas!igitis not reported: logit equation estimates mixed and low




Indicators of wage growth, such as the Employment Cost Index (ECI), were
misleading indicators for the enlistment target market. The ECI contains the
wage rates of college graduates, and as ECI moved upward the wages for
young male high school graduates were dropping 7 percent. ‘
There were sngmficant differences in college enrollment rates across census
divisions. For example, in the Mid-Atlantic region youth attended college
at rates 17 percentage points higher than in the Pacxﬁc region and 10 points
higher than in .the Southwest. - ~
None of the rates (wages, unemployment college attendance) were constant
over time. .

Unlike the recommendation of Dale and Gilroy (1983) to develop a teenage
unemployment variable, Kostiuk believes that, given the .99 correlation he
found between youth and general population unemployment rates, the na-
tional rates are quite sufficient for the unemployment variable.

The primary conclusions from Kostiuk’s and others’ studies (Goldberg, 1988;

Dertouzos, 1984) indicate the importance of constructing models with monthly an regional

data, ensuring that the data are updated at least annually. Another very important con-

clusion was the need to update the models whenever policy changes are made that impact

enlistments (e.g., changes in standards, shifting recruiters, adjusting incentive levels). A

critical implication here is the requirement for close coordination between policymakers,

managers, and the research community to ensure that researchers are kept up-to-date on

key decisions that affect enlistment supply. Some of the key conclusions and implications

of Kostiuk’s study were:

Despite the lowest employment rates in 15 years, the suppressed wages in.
the civilian labor market are a partial reason for the success of recruiting

without the need for large increases in military pay.

Slrnple counts of hlgh school seniors ¢r graduates are msufﬂcxent in settmg
enlistment goals.
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° The economy and labor markets, by region, are extremely dynamic. Shifts
occur in fairly rapid fashion. As such, the Services need to have the capa-
bility to move resources quickly if they are to maintain a competitive posture.
A significant implication here is that, by its nature, the Planning, Programming,
Budgeting System (PPBS) structure serves as an institutional hindrance to
responding swiftly to changes in the economy that affect recruiting.

° Without a full urderstanding of what has been driving the relative depression
in wage scales, it is extremely difficult, if even possible, to predict future
earning levels. If a recovery occurs quickly, the Services and Congress would
be caught unaware, with subsequent adverse effects upon recruiting.

Most studies discussed the need for more accurate forecasts of employment and
civilian wages. One attempt was Goldberg’s update to his 1982 enlistment supply
projection model, which has been upd'ated annually. Goldberg (1988) used monthly data
to relate unemployment to 15 leading economic indicators. He also included forecasts
" from the Congressional Budget Office, the Bureau of Economic Analysis, Wharton
Econometrics, and Blue Chip Economic Indicétors. While the data fit the model wglll, and
- despite the level of disaggregation and technical complexity, the estimates of his model and
the outside sources reportedly did not remain accurate more than 6 months. This again
- carries the implication of the need for frequent updating of forecast models.

~ In the most recent studies, the measured effect of unemployment on high-quality
enlistments was remarkably similar across the four Serviln,tss. As shown in Table 3.3, the
‘ _ elasticjtieé ranged from C 46 for the Navy to0 0.59 for th- Army and Air Force. Given that
similar results were obtained from both TSCS and TS wadels, these unemployment elas-
ticities are considered quite realistic.

The elasticities of relative pay (based on youth carnings)‘ reported by Goldberg,

ranged from 0.70 for the Air Force to 1.20 for the Army. Given the less glamorous image
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of the Army, it is. logical that Army enlistments would be more sensitive to pay than the
other Services. The high-tech image of the Air Force probably insulates it from large re-
actions to changes in compensation.
- Advertising, Educational, and Monetar'x ‘Incentives
The studies that concéntrated on measuring the supply etfect ot these variables are

discussed in Chapter 4, Influencing the Market.

Market Segméntation

| Max;ket segmentation research devéldped models to rﬁeasurc market demograbhics
and inclinati(;ns to elnlist of various subgroups withir; the total populat.ion (Goldberg, 1982;
Borack, 1984). .Markei segmenrtation studies: (1) define markets of interest; (2) identify
 trends in those markets; and (5) evaluate their impact(s) on qualificafion rates of selected
demographic groups.

Anaiyt_ic methods included regression, cluster, discriminant analyses, and simple
cross-t'abulatiéns. Actuarial. time-series, and otl:xqr multivariate rﬁethods such as regression,
logit, and correlation were used to analyze slpecific market segmgnts. Borack-(1986) used
logit analysis to profile the "high quality" military mérket based on information obtained
fto'm the Youth Attitude Tracking Study. Barclay (1984) provided summary statistics on
11 yea-s of non-prior servic? accessions (FY1973-85) stratified by age, quality,"utilizatior;,
attrition, and marital status to ‘examine the costs and benefits of éttracn’ng older acces-
..sio'ns. DeTray (1981) used an actuarial approaéh to evaluate the role veterans could play

as a source of military manpower. He used data from the 1979 Curren: Population Strvey
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and 1966-1976 National Longitudinal Surveys (NI‘.S) to estimate the number of veterans
in the Ipopulation.by various subgroups. DeReu & Robbin (1981) applied ractor analysis
to the Claritas Corﬁoration geodcmog{aphic dat;: set to dchlop‘ 34 factors. These factors
were then used in a regression equation together with a measure of recruiter strength and
the proportion of the population enrolled in college to predict the penetration rate
(percentage of recruits out of the available population). Finally, Sahai' (1984) used a
combination of summary statistics, classical regression, and correlation to | analyze
distributions of AFQT and, test sc‘:ores from the Department of Education’s High School
and Beyond data base. |

In this body of research, population estimates derived from enlisted supply work
- were subdivided by variables such as race/ethn..ity, gender, level of educatiori, socioeco-
nomic status, and age. Other segmentation variables included reading ability, AFQT test
scorcs,'énd ability to pass a militalry‘physical,examinatiph. Variables such as wage scales,
unevmployment rates, and geographic regions were also considered.

Studies generally started with a baseline population, such as 17-21 year old males.
The market was narrowed by deducting estimates of those with prior military service, in-
stitutionalized, in school having completed more than two years of pdst-secdndary educa-
tion, and already in the military or having a contractual cdmmitmem to join. This
pbpu]ation was then segmented by race, gender, regiorn, and other demographic-breaks to

arrive at an estimate of the qualiﬁéd military available (QMA) pool.
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Authors of more recent studies developed a QMA&I projection, where the "I" rep-

resents interest in the military (c.g.,. Borack, 1984). They believe that the QMA&I pro-
jection is a miore rea;listic measure of the market, and the hetter measure to use when al-
locating recruiting .resources. This factoring process removes individuals who most likely
would not enlist in a military service. The market fcrtiiity of a given QMA&I is affected
by policy‘and resource variables including recruiters, advertising levels, incentives, policy
goals, and quotas (Dertouzos, 1984).

Table 3.5 summarizes the market segmentation studies reviewed. No study gave
cqmpreh‘e’qsive treatment to the processes that led to the final modei ;pecification. The
results of this type of study, mﬁre often than not, were not startling but confirmed previ-
ously forecast events such as the diminutién of the 17-21-year-old male market. However,
better measures of population have contributed to more accurate meaurement of
enlistment supply.

Although demographic techniques were useful for developing national tfénds and
comparing lo‘cal areas, they did not directly yield egtiniates of enlisted supply nor provide
insight into the roi‘e certain variables play in the einlistment décision. Although segmen-
" tation studies provide useful hjstlon'c‘a‘vi snapshots of what the particular market segment
looked iike at 'Qne point in time, given the signifiga'ht ghifts in the Isizés of population seg-

ments, caution should be used in projecting conclusions across time.
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Goal Allocation

The conc’ept of "market" is key to detcrminfng how many rccruitc‘ers are needed,
where they should be allocated, and what their goals should be. Tixe predominant analytic
méthod was econometric forecasting to de.crinine market fertility, followed by a linear
‘programming approach to goal distribution. * Often error bands surr;)unding' individual
forecasts were not used. Studies in this area were sparsé. ‘Much of the work was done
in-house .by the Services as an operétional requiremcnt rather than as research, so results
were infrequently published. Notwithstanding, goal allocation is a - crucial recrﬁiting
m#nagemcnt task. |

An issue that the few studies in this category recognized was that of equity. De-

termining recruitment goals has been a major issue for each Service recruiting command.

The objectives have been to (1) facilitate communication about expected unit productioAn,
(2) provide incentives for field recruiters, .and. 3) evaluate recmiter performance.
Differences in civilian labor market opponuﬁitics affected the productivity of recruiters in
différgnt areas; production shoﬁld be expectéd to vary as a function of recruiting d_ifficulty
in the locél recruiting market. Studies conc;lﬁded that any allocation System considered
équitab]e must account for expected differences in récruiting SI.;CCCSS for a given level of
effort. The studies were >not spec'iﬁc on precisely‘ how to do this. |

Through discussion with various Service representatives, it became apparent that

previous production was a main determinant in goals. This had the net effect of reward-

ing underproduction and penalizing overproduction. RAND has published a review of

the Navy' goal allocation process. (Asch, 1990) Although the study was not available at the
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time of this review, it was one of the few attempts to provide for general review of the

goal allocation process.

Through interviews with each of the recruiting éommandﬁ, it became clear that
informed, but subjective, judgments were' made by decisionmakers on equitable goals.
That is, whil.e‘ recruiting' command headquarters used various models to project goal allo-
cétions, the second-level command structure (Afcas, Wings, etc.) had ﬂeﬁbility in allocating
, goais to unit levels. Indeed, even at local level, unit commanders had a degree of flexi-
bility in allocating goals to recruiters.

Given the significant operational shifts that frequently occur during the year, the
degree of proprietary information involved, and the unique differences and problems faced
by gﬁe separa’te recruitling commands, the c;)nsensus at the September 1990 workshop‘wgls
that goal allocation should remain 'within the operational domain of the recruiting .

commands.

CONCLUSIONS ON IDENTIFYING THE MARKET-

Develobing enlistment supply models has not been an easy task. 'In large pért, this
was due to the unceftainty inherent in forecasting irends involvirg exogenous variables:
More to the point, researchers had to discover by trial and error what variab]eé to include
and what techniques to use. While earlier .s‘tudics. did provide forecasts, their major
. contribution was in identifying the kéy variables and fe]ationships between i/ariables;
Later studies applied more sophiStié#ted téchniques and used more disaggregated data in

constructing more useful models.
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Over 'the past 10 years, the research community significantly increased the

sophistication of its effdrts in terms of the numbers and types of indeptlmdent variables
used, the use of less aggregated' data, and state-of;the-art techniques employ’ed to mea-
sure the effects of the variables. There has been a strong. trend toward increased
methodologiéal rigor and more corﬁplex model spcgiﬁcations. This has resulted in more

accurate understanding of business cycles, improved economic projections, and an increased

capability to capture the interactions of sqcioeconomic and sociodemographic variables

related to the enlistment decision. That is; with the benefit of experience, authofrs are now

proactive in providing more effective shlorter'f'term forecasts.
Civilian job opportuniﬁes and perceived opportunities for career advancement, rela-
“tive wage scales, and recruiting effort all have substantial effects on enlistment supply.

However, it became apparent to researchers that models and forecasts based primarily on

- only economic considerations were insufficient. It was clear that non-economic factors also

affect enligtmént sﬁpply. Thesclfactors involve attitudes, perceptions, and values of ym'xth
and the general public. Efforts to identify and understand these factors were, discussed
in Chapt‘er 2, Understan'ding the 'Markeg. Although exogenous factors cannot be
comrolied, some can be inﬁuenced by the Services. These factors are dis,cussgd in the
next chapter, Influencing the Market. | ‘I

| A key ﬁnding is the importance. of consistency and comparabi}ity. Perhaps the
major finding with enlistment supply studies deals with their implications rather than their
approach. The need fér use of less aggregated data, identification‘ of variab]és fhat truly

have an impact, and the continual search for more sophisticated analytic techniques are
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all important findings regarding the process of building enlistment supply models. Recent

studies are more consistent in estimating the size of economic -elasticities (e.g.,

unemployment, civilian wages), and in factoring the demand variables into supply models

(recruiting resources, recruiters, goals).

In Table 3. 3 we presented consensus supply elasticities. These fmdmgs affirm the

" need often expressed by pohcymakcrs for comparablhty and consistency. That is, recruiting

success can be achieved in shifting markets and a changing economy if comparability with

the civilian sector and consistency with the allocated recruiting mission are maintained in

the following areas:

Pay and benefits. Maintaining comparability (adjusted for inflation and shifts
in civilian wage scales). :

Enlistment incentives. Providing a competitive incentives package (adjusted
for inflation and comparability with incentives offered by academic institu-

tions, training facilities, and civilian sector employers).

Recruiting resources. Maintaining consistent levels of resources (allocating

recruiter levels and Operations and Maintenance dollars; including advertis-

ing) allocated within a range of enlistment goals (rather than being adjust-
ed annually based on past performance). -

Image of the Services. Sustaining over the long term, a posmve image

among the youth and general populations.

Research efforts should clearly ensure comparability and consistency in the above areas

as a guiding principle in designing supply models and conducting analyses in the future.
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. Chapter 4
INFLUENCING THE MARKET

In the dictionary, influence is defined as a "ppwer indirectly or intangibly affectirig
a person of course of events.” Military recruiting jargon i;léludes'the term "influencer” - .
C e someone whom young rﬁen and women look to fér advice, guidance, and example. '
Inﬂtiacn'cers; may be teachers, 'guidance counselors, public officials, coaches, parents, other
relgtiv_es, or close friends. One of the greatest chéllehges to the AVF cbncept was to .
o_vefcome decades of popular opinion that the military was the "employer of last resort."
Selling the military as;'a réasonable occu‘pational alternative meant not only convincing age-
| eli'gib‘le youth, but winm'n.g'the approval of influencers.

In the transformation of rhilitary recmiting»ffom, a processing to a marketing
drganization, littlev was taken as a given. The Services ‘had to demonstrate a‘ need and’
prove 'efféctiveness for nearly every facet of their recruiting programs. sométhing as
simple as paid radio advertising was étudied and an;xlyzgd bcfox;e pbliéyinakers w'm.llld make
a move. It took 6 years and near failure befo;e a sinceré'commitment to a marketing
mode of operation was adopted. Over'thé past 10 years, inih‘téry recruiting has become
a leader in marketing and a.dvert.i'sing'research( . -

Although thle.ais’cction and magnitude of the impaci of recruiting'programs may be
obvfous, the two billion doliars spent annually on military recruiting sburred, policy makers
to pursue precisic i estimate§ of program effectiveness. Over the years,lrcseax;ch has

shown that recruiters, advertising, enlistment bonuses, educational incentives, aiternative
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term-of-s'crvicc»offcrings, and recruiter aides all fncreasc the supply of high qﬁality recruits.
At every juncturg, marketing research guided policymakers in d.evcloping effective
recruiting programs. In particular, the use of "experiments” to test programs h.as been in-
valuable to the development of successful implementations. Much of the success achieved
in military reéfuiting was built on a foundation of research into the factors that influence
the market.

This body of knowledge was divided into six cz;tegories:

Service-specific advertising research.

Comparison of Joint and Service-specific advertising.
Enlistment incentives.

Recruiter productivity.

Production mix and resource allocation.

Surveys of the enlistment process.

Sixty studies were reviewed under this chapter heading. Some studies included
‘under Chabter 3, Identitying the Market, would have been equally relevant to this chapter.
Many econometric models included variables that measure the impact of advertising

expenditures, bonuses, and/or educational benefits.

OVERVIEW OF RESEARCH CONTEXT
A bﬁef ovérview of the background of "Influencing the Market" research is given.
The dominant findings involved advertising, en!is;ment incentives, ana resource allocation.
Advertising. Advertising is an cffectivev méans to increase the supply of high-quality

recruits. However, proving this to Service and DoD staffs was far from straightforward.
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First, the precise operation of advertising as an influencer of enlistments was not well

understocd. Does advertising have an immediate effect, a lagged effect, or both? Just

how should advertising be measured - dollars or impressionis? The questions posed

difficult problems fcr military manpowsr researchers. ‘Early work (Morey & McCann,
1979) indicated that advertising had both an immediate and a delayed inipact on number

of enlistment contracts. This was confirmed in later work by RAND (Dertouzos, 1989).

h More importantly, the work by RAND established that the overall cost effectiveness of

Army advertising was neafly gciual to that of recruiters., Specifically, the marginal cost of

recruiting a hi'gh-qua'lity person through increased Iad\"ertising'was estimated to be between
- $5,000 and $6,000. 'I'hé cost to achieve this same goal throqgh increased numbers of
. recruiters was pegqed at $5,700. | B

Enlistment incentives. Since entering the all-volunteer environment, the Services
'have used inceﬁtives to attr;'—xct high-quality youth. Some, such als. guaranteed training or
station-of-choice, were low or no cost and were easily implemented. However, more costly
incentives needed solid proof of effectiveness. Policymakers called on the research
commum'ty. to design experiments :haf would substaﬁfiate' the value of monetary enlistment
incentives. Both po§t-service educational benefits‘ (Veterans Educational Assistance
P'rog'ram [VEAP], Monigomcry GI Bill, Army Coileg‘e Fund) and enlistment blonuses were
prov'cn effective m expén’rﬁental situations prior to full implementation.

Resource allocation. Allocating recruiting resources is a top concern of operational

rccniiting managers. However, allocation implies the need for a solid understanding of

- the impacts of resource inputs. Past research suffered from attempting to do too much
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at once. Specifically, researchers estimated forecasting equations and performed allocation
algorithms .simultaneously. Generally, the result was a flawed estimation model which led -
to implausible allocation recommendations. Future alloéation research must insist on
com‘bining.the talents of estimators and' optimizers to ensure solid footing for allocation

algorithms. - !

SUMMARY OF RESEARCH ﬁNDINGS

Service-Specific Adverﬁéing Research

Scrvice-specific éc‘ivcrtising research tended to fall within three categories:

o Investigation of ‘media habits of target market.

e Evaluation of specific elements of advertising programs.

e Measurement o.fl advertising awareness. |
In addition to in-house efforts, the Services also conduct research through their advertising '
aggnncies as a normai step in developing advertising themes. This activity inclﬁdes
diagﬁostic researcﬁ used when developing ad campaigns, usually focus- groups. The
N agencies also measure advertising awareness during the execution of 'alcampaigﬁ wave.
"Much Service agency rgscarch is not published or publicly i'eléased.' Thus, it was not
available foxl' 'revicw, bu‘t it is an impdnant‘ element in the body of military advértising
research.

The primary goal of advertisihg is to communicate a message. Advertise_rs\want to

get that message to the target market. Research or media habits identifies the media

most likely to reach high-quality youth. Syndicated research can identify media habits by
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general demogranhic characten’stiés‘ such ae age,. gender, edncation, and area of the
country. However, only through custom surveys can researchers add the dirnension of
a} *.1ude to tre  wueral dimensions.l

Three : ur.« investigaicd media habits of age-eligible youth. Two analyzed
responses from the Army’s New Recruit. Survey. Specifically, an analysis of 1983 ARI

Sufvey of Recruits identified media that reached high-quality recruits. It provided a guide

to media most lik. _ to reach the quallty male market (Elig et al,, 1985) In the second

Pl

'effort analyses of 1984-1987 New Recruit Surveys identified medla habits of recrults across'

AFQT test score ranges, level of education, race, gender; age, and region-(Ashbury, 1988).
Survey results pointed to differences in media habits by demographic éhnracteristiés, par-
ticularly in radio listening and television viewing habits. Differences were also detecged
between racial or gender groups . |

However, recrmts are a pre- screened sample. Lookmg solely at the:r responses may

give biased estimates of the behavior of the youth population in general. To obtam a

direct estimate of media habits of térget high-quality youth, researchers analyzed responses
_ to media habits questions posed to half of the responeients to the Arm)ll Com'mum'cations
Objecnves Measurement System (ACOMS) survey admlmstered between July and
December 1987 (Elig, 1988). Of particular mterest were compansons between syndlcat-
.ed audience data and ACOMS data for target high-quality market. Researchers concluded

that syndicated data understate the viewing habits of the prime military recruiting market

(16-to-21 year olds). Differences from New Recruit Survey data were also noted for the

ACOMS national probab.ili‘ty sample.
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The road'to acceptance of paid advertising as a primary element of the recruiting

~ program was long and rocky. At nearly every .step, advertisers were directed to evaluate
the adverﬁsing program. In 1975, an experimental study tested the effectiveness of paid
radio advertising (Schuker, 1976). This early entry evaluated the use of. designed
e*pen’ments for re;:ruiting progran;s. Unfortunately, fhe length. of the experiment was
short ‘('4 months) and the findings in favor of pa;id radio were weak. Yearsl later, RAND

(Dertouzos, 1989)' di! not detect positive results for local paid radio advertising, but did

. find significant effects of national radio advertising.

' , Another study evaluated use of direct-mail for reaching é slightly older market (19-
23-year-olds) for the Navy (Ferﬁandez et al, 1983). Findings indicated that it was not
effective. Direct mail remains an integral part of the Service I_advertising programs..
Advertising managle;s indicate fhat it is cost effective at generating 1eads. However, no
published research was‘ found. | |

An important objective of advertising is to generate leads. Oﬁe stﬁdy (Morey,
1982) compared the cost effectiveness of Joint national, Navy naﬁonai, and local leads. .
Using econometric models, Moréy estimated the fclationships between number of leads
and high school graduate qontracfs.. The resulting elasticities were combined with cost data
- to generate estimat_eslof marginal costs for each lead-generatiﬁg proéram. Resﬁlts tfavored
Navy-specific lead-generating progr;ﬁns. The W(')rk also in(,iicated a high elasticity (.89) for |
local print media. The 1989 RAND work indicated that print was the most cost effective

medium for national advertising.
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goal can be achieved only if the a‘dvexl'tising messagé reaches and is uuderstood by the
target audience. Awareness research is closely helc;l by.the advertising commuﬁity. Only
one published study (Gilkey, 1986) looked at the rclation#hip betw'een adycrti;sing
awareness and enlistment propensity. Specifically, Army researchers performed a
discriminant analysis of survey re&ponses to measure the relationship. Awareness of Gl
Biil advertising was only' a weak discriminator between those with a éositive propensity to |
enlist and those without.

Observations. . Three issues emerged from tﬁg review of the Service-specific ‘
advertising research. First, media habits research holds great promise to improve the
efficiency of military advertising.’ What was not evident in the research was combining -
the media habits infomation with media cost to calcu'late cost effective media options.
\ Is this next step the function of research or of opefétion’al advertising managers? What
média habit information should be routinely gathered from recruit or yoqth population
sources?
| ' Second, evaluation of advertising and consumer habits (for both miliiary aﬁd private
‘} sector clients) is vﬁde]y done, but seldom disseminatec. Should advertising agency research

| be more readily available to concerned military users? Should agehcies be tasked as part

of their contracts to provide results of non-military cons'u_mer research that would be of

interest to DoD?
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And last, military advertising awareness research is almost exclusively in the domain

of YATS and surveys of new recruits. Is this enough? Should the upcoming YATS

. include more on advertising awareness?

It may be that military recruiting advertising research has r‘eached a point where
little can bcl gainéd'from tﬁe laboratory; tha_t is, adequate resgarch has become a normal
part of operations. Military advertising managers expressed the cpinion that syndicated
research is adequate to identify effective mcdié.’ Differences in media habits between
general and high-quality youth are viewed as too'small to justiy acquifing vast amounts
of media habit data. in fact, the Army dropped nearly all of tue media habits questior;s
from the NﬁS'. The new YATS questionnaire h.as far fewer items deaiing yvith media
habits than originally planned. The consen‘sus during the project wqushop supported the
notion thgt media habits research was strictly an operational concérn.

Greater éhan‘ng of agency research is generally desired by military users. However,
some research is not suitable nor intended for public release -- for example, research

aimed at higﬁlightin‘g' faults, weaknesses, or past mistakes.

Comparison of Joint and Service-Specific Advertising

By its very nature, advertising is politically sensitive. Television advertising is

expensive and highly visible to the public. Itl‘ generates a lot of mail to Congress and the

Administration. Since its inception, Joint advertising has been a source of controversy with
the Services. Most controversy has revolved around the possibility of having only one

source of TV advertising -- Joint.
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. As would be expected, the Services and DoD have sponsored efforts to identify

which form of advertising is "best." The bulk of publishéd research comparing Joint and

Service advertising is assotiated with the Advertising Mix Test conducted by the Wharton

School of Business at the University of Pennsylvania in FY 1984 (Carroll, 1987), Ad-Mix

was a Vyear.-long designed experiment.

The Ad-Mix methods and resuits were subsequently reviewed by ﬁo Separate
orgamzatxons The findings favoring Joint advemsmg were hotly contested by the Services.
The Army asked Professors Abraham Charnes and William Coopcr of the Umvcrsxty of
. Texas to review the methodology. These researchers applicd a relatively new technique
called Data Envelopment Analysis (DEA) to Ad-Mix data, and reported potentially serious
flaws in the model specification (Charhes' et al.', }1986). Their conclusions wcré directlly
opposite those of Carroll. DEA was also apphed to Navy data w1th similar results.

' DoD-asked RAND to do an mdepcndent review of the Wharton work. RAND
concluded . that the evidence dxd not substantxatc a preterence on advertising source
(Dertouzous, 1989). Both Joint and Service-specific advertising had ppsitivc effects, but

they were not different in terms of cost effectiveness. Overall, the marginal cost of a high-

quality. contract was between $2,000 and $3,000 regardless of advertising sponsorship. .

From a Service-specific perspective, the Army would be indifferent; Joint' and Army

advertising were equalfy cost effective. The bNavy would benefit slightly from a shift to

Joint. While the Air Force and Marine Corps preferred their own advertising, Joint was

" equally effective in generating high-quality enlistment contracts. RAND concluded that

the Services gain enlistments from advertising, regardless of the source, and that the gain
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does not come at the expense of another Service. The study concluded that both Service

and Joint advertising were powcrful tools in rccrumng

Other comparisons of Scmcc-spccxfic and Joint advcrttsmg mcludcd

. Using an econometric approach in two studies, researchers for the Navy.
compared the number and conversion rate of Navy versus Joint leads
(Morey, 1984).
° | In 1978, a test of the relative etﬁmency and effectiveness of Jomt and Semce
magazine advertising was conducted (Grey Advertising, 1979).
Results leaned toward those who sparizored the work. This should not be interpreted as
an indictment of the work, but a recognition that advertising does not have ore a.ccepted'
criterion. If RAND was right, both Joint and Service-specific ads are about "'équaUy
_effective. In such a situatibn, a slight Ichange of criterion can lead 6ne to conclude a slight
advantage of one over the other.

The final studly reviewed was a student research project (Koenig; 1984) which
com‘péred military advertising to tﬁat. of majo? civilian c;)mpanies. Unfortunately, Koenig
was not successful in obtaining cooperation from ph'vatc industry. He concluded that they
may have been reluctant to support comparisons, of their advqrtising strategies with those
of the military. Proj‘ec‘:t workshop participants believed that industry is w{lling to cooperate
" with the rﬁilitgry and pointed to support of the Education-with-Industry programs.

Observations. The Ad-Mix Test was an ambvitio'us attempt to answer th'e‘question
of which is best -- Joint or Service aﬁvertising. In the final analysis, "Which is best" may

not be a valid question. If the difference in effectiveness between Joint and Service

advertising is so small as to be nearly undetectable, then a conclusion in favor of either
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could have generated a damaging policy reaction. To some critics, this happened in 1987
when Service advertising was significantly reduced. If "which is best" is not the appropriate
qﬁestion for research, should it not be "Hov? d~ Joint and Service advertising complenient
‘each other?"

The Ad-Mix experience demonstrated that a "shoot-out" mentali|ty did not achieve
a proper appreciation for the complex effects of advertising. Future research should be
aimed at undel;standing the roles that each form of advertising plays in communicating to
prospective recruits. For examplé, Joint adw)ertisihg promotes ‘military service as an-
attractive vocational ‘choice; Army ads then strengtheh this message and add Service-
uﬁique options; In the final analysis, the mﬂitary may be cofnmﬁnicating more effectively

by having both complementary messages.

Enlistmem Incentives
Enlistment iﬁcentives’lhave become an integrél paft of military _recr’uiti‘ng strategy.
This was not alu"rays the case. The‘end of the Vietnam Era GI Bill and the sharp dcclir;es
in recruit quality that followea in the late 1970s spurred renewed interest in targeted
enlisnnent incenfives. The typical 'li'fecyc.le of an'incentive prbgram involved debate,
. followed by cﬁpérirhentation, and, if wi;rthy, implementation. .A wide variety of monetary
and non-monetary incentive bfograms have been studied.
For many yearé, the educational benefits of the GI_ Bill compensated for the

sacrifices of military service (low pay, involuntary separation). In a peacetime
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environment, the cost of a universa! GI Bill came undgr intensive scrutiny. The impact
on recruiiing of the loss of thig benefit in 1977 was felt almost immediately.

With a renewed commitment to' military manpower in the late 1970s came renewed
interest in educational benefits. A 1979 Army War College study (Joy, 1979) suggested
adoption of educational benefit strategies ehployed by our NATO allies. RAND
described issues to consi&ér in designing a field éxpérimerit to test alternative educational

incentives (Fernandez, 1980). Later, RAND reporied on the educational assistance test

program conducted in FY 1981 (Fernandez,‘198;7.).' An Army Recfuiting Command report .

(Phillips, 1986) described the criticality of maintaining an affordable GI bill.

Findings across studies indicated tl;xat properly structured edugational incentives were
+ a powerful and cost effective method to attract high-qualify re‘cruit.s. Used fn combination
with terms-of-service, educational iﬁcentiv;as increase the vsupp‘ly of high-quality recruits and
channel them to har_d-to-ﬁll specialties. Sp‘ecifically, the supply effect of the GI Bill was
between 8 and 11 perccnt.. Althouéh educational benefits were effective at expanding
supply, the question of cost effectiveness waslnot addressed until'reccntly. In an Army-
sponsored study, researchers concluded that the Army College Fund (Smith et al,, 1§91)
was cost effective at increasing the man-years of quality service compared with alternative
methods of increasing compensation. |

Re.,e‘nlistr‘nent bonusés have long been used as an incentive to .rctaih desired people
in the military. It was orﬂy natural that they be coﬁsi.dercd to attfact good peoble. A

1973 study (Barfoot et al, 1975) used survey data to estimate the impact of various

enlistment incentives, including bonuses. ‘Huck et al. (1976) evaluated the Army’s bonus
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pro‘grafn of the éarly' 1970s. The enlistment bonus experiment of i982 culminated separate
research on bonus effectiveness (Pollich, et al., 1986).

Analyses of the impact of enlistment bonuses could not concentrate just on market
expansion (supply) effccts.l They also have sl&ll channeling and term-of-service effects.
Findings showed that a wideiy aYailable 'en'listment bonus program ($4,060 for 3-year and
$8,000 for 4-year ‘enh'stmenfs.) would expand the supply of high-quality recruits by about
5 percent (Pollich, <;=.t al., 1986). In a more recent econometric analysis, Smith (1991)
estimated that the effect of increasing the bonus program beyond its 1984 level was not
statistically significant, suggesting that the bonus program cannot be justiﬁéd solely on the
basis of supply expansion. Smith did find a supply effect of a small bonus (1,500 per in-
‘creased year of cbmmitment) offered to a widc variety of specialties. Known as’ the
"Bonus Buyup," it increased high-quality contracts by about 6 percent. .In effeét,’ the
program was a small pay increase targeted to 'high-qluality‘prospects who would agree to |
an incrcavsedl term-of-;ervice. ’ | |

“Product enhancements like the Army College Fﬁnd (ACF) andénlistment bonuses
require funds. Obtaininé funding for nﬁonetary inccnti;/es takes time. 'Mcanwhilc, the
Services had tb look for ways to make the product more appealing. Among these were
guaranteed job training, shorter terms of enlistinent, and stations of choice.. Research
'cqnﬁrmed their effectiveness. Indeed, job training guarantet;,s can be a powerful égd
- . inexpensive enlistment option. However, not éverybody can be trained to be computér
programmers or electronic technicians when what you need are tankers and mechanics.

The Services have their own policies with regard to guaranteed job training. As of this
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| writing, Army enlistees are guaran‘tccd training in an occupational Specialty, while about
half of the Navy and Air Force recruits know their specialty at contract. The Marine
Corps offers few job training guarantees.

Shorter enlistment periods (2 yeafs) were also studied (Horne et al,, 19885).
Fir;dings showed that 2-year enlistment options ipcrease the supply of high-quality recruits
to the Army and are cost effective. |

Observatiorlzs. Monetafy incentives lose value due to inflation. This is particularly
applicable for the ACF, as the cost of college has increased subStantially faster than the
cost. of living. Most research applies to a fixed program level. Has inflation eroded the
" attractiveness of the Army College Fund and the GI Bill? What would be needed to keep
pace? The Army was concerned that inflation had eroded the attractiveness of the ACF.
Recent econometric results‘(Goldberg, 1990) suggest that the supply effect of the ACF had |
declined’due to inflation. ‘The Afmy was granted authority to increase the maximum level
of the ACF to $36,000. Due to rleduced accession goals, tﬁe Army has not implemented
the higher ACF levels. Howe\‘/er, now may be the opportunity to test the effectiveness of
the ‘énhancéd benefits. Researc}'; should include an expériment to test the $36,000 ACF.

Analysts suggest tha‘t, cnlistmént bonusés havé not been as effectivé asiléossible for
two reasons. First, the availability of bonuses is not advertised. Second, they are available
to a rather narrow range of specialties. The Army enhanced bonug program offered a
small bonus to a wide number of specialties whiqh'cogld have a substantial supply effect,

as well as increase average term-of-service. Should this program be studied more closely?
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Recruiter Productivity
The re@ter is the linchpin to recruiting success. A trained and motivated
recruiting forée is essential to meeting long-term recruiting goals. The cbjective of
recruiter productivity research was to invesﬁ'gaté ways to improve the efﬁciexlxcy of '
recruiting’s most precious resource, the field recruiter. |
The. Center for Naval Analyses and RAND evaluated the Freeman Plan mcennves
in terms of equity across reglons (Cooke, 1986; Asch 1990) Researchers were primarily
-concerned with the question, "Is a fixed awd system (e.g., 5 points per contract regardless
of location) equitable glven differences between markets?" Findings suggested .that the
: system Vniay be counterproductive if recruiters view it as inequitable. Researchers
suggested that inceptives should be bbth relative to goals and other recruiters in a regi.oln.
Other studies included: | |
° As part of a comprehensive Navy field <market'ingi experimeht, Carroll (1982)
investigated the impact of experience on productivity. Not surprisingly,
" recruiter productivity increases with experience. A plateau is reached and

maintained for 2 to 3 years. Productmty drops precipitously a couple of
months before rotation.

® ' Three efforts (Fernandes, 1983; Fetko, 1985; Hertzbach et al., 1985) studied
the effectiveness of and attitude toward hometown recruiter assistants, a
. program wherein recruits return to their hometown after trammg for a short
period to nssist recruiters, The Navy test of the concept in 1980/81 was
canceled zarly in the effort. The Army also evaluated it in 1981, Results
pointed to the need for careful involvement of local recruiters in the
selectlc:n of participants.

[ Hosek and Peterson (1990) investigated differences in enlistment motivation
in men and women using micro-level data from the NLS and AFEES surveys.
Findings indicated that men’s and women’s enlistment decisions were affected
by the same factors and often in the same way. Differences were evident -
in the weaker impact of labor conditions on women and the higher negative
impact of future mamage plans on women.
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Observations. 1t is surprising how few research efforts ﬁave concentrated on
recruiter productivity, particularly as it relates to recruiier incentives (e.g., trophies or
promotions). Is it a matter only for opcratiomlh managers or is there a useful role for
research? Factors that affect recrviter productivity have received little research attention.
Sl.ould they?‘ Is this wrapped-up with recruiter selection and training research?

P;oject workshop particizants agreed that a better understanding of the role and
effectiveness of competition incentives was needed. Ho’wevcr,' like goaling, abompetition
systefn should be updated at least annually, and frequently more often. Meeting these
‘opexjational constraints requires that competition incentivés remain in the hands of

- operational managers. Howeyer, independent review of competition incentive structures
across and within Services would be bentficial. | |

The bulk of recruiter productivity effort has been associated with récruiter {raining
and development. The ‘Services; have identiﬁed what it takes to be a successful recruiter.
Sales i; a demanding job. lEach individua} must adapt the toolbox to his or her strengths.
Investments in recruiter productivity would be more appropriate as part of a job analysis

or recruiting techniques project rather than market research.

Production Mix and Resource Allocaﬁon

A primary coﬁéern of recruitihg managers is the. ailocation of goals/miséions.
Unfortunately, no published research dealt directly with goal allocation. kelated topic
areas included gnder‘this heading were inter-Service and intcr«Component effects. The

Navy field marketing experiment investigated factors directly related to production capacity
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(Carroll & Rao, 1982). Recruiters, gdals, advcrtising,.and Delayed Entry Program (DEP)
position all influenced enlistment confract production. Numerc;us econometric studies have
confirmed the findings of the early Navy work. Eor example, a Clemson Unive;sity gtudy
(Warner, 1987) used econormetric techniques to estimate cross-Service effects of recruiters.
Evidence of cross-Service effects was mixed.

Efficiéqt use of ,resources. is a primary goal of ahy cbmpetitive organization.
~ Recruiting is a highly'cofnpeti‘tive operation for the Military Sérvices.- As such, efficient
use of recruiting resources.is a much stﬁdi:d subject. Research objectives in this category
\;ve're to develop models and invéstigate the optimal allocation of recruiting resources. All
but one title represented the work of Dr. Richard Morey. His work combines econometric
estifﬁation with production modpls to est}mate efficient allocation, t‘ocusi‘ng on a limited
set.of issues. Morey’s eérlipr effo’lrfs for the Navy broke new ground in both methods and
data -~ particularly his work on estimating the lagged effect of advertising. Speciﬁc issues
‘inc{!uded trade-offs between recruiters and advertising, DEP ma‘nagement,y 'advertisihg
media, and enlistment‘ incéntives (Mqr_ey et al.; 1978, ‘1v97,9, 1980, 1982, i983, 1985, 198¢,
1987, 1989). |

Coqke (1988) investigatedvhow to reallocaté recruite‘rs between recruiting areas.
Results indicated that changing population and economic. patterns require a planned
res;ﬁonsé in allocation of rqcruitinglresourc‘es and recfuitérs.

Barnes (1990) developed a ‘plrot'otypeksysterh to trade-off Army recruiting reS()urce"s
to achieve a quality enlistment objective.  With no other éonstraims, recruiters and

advertising would be the most cost effective choices tor increasing supply. Greater
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coverage across specialties of the ACF would be the next preferred alternative. Borl‘uses
and increased compensation are the most expensive alternatives to increase supply.

0bservaa'6m. Goal allécatioﬁ is important in recruiting management. , Why has so
little been published on the subject? Should more applied research be conc'lucted?k
Resource allocation is extremely sensitive to elasticity estimates. With new techniques such
as Data Envelopment_ Analysis (DEA), accurate estimates of eﬁvironmemal axl1d resource
variables are needed th ensure reasonable allocation recommendations.ﬂ Should future
studies force the colléboration of estimation and optimization experts?

Project wbrkshop participants 'i‘n‘dicated that the niodels underlying the
missioning/goaling procedufes Ihad borrowed heavily from the research literature.
However, missioning/goaling is an on-going managemém ‘process. It must be flexible and
responsive to management needs. Research can play a valuable role, particularly in the
col}ectioﬁ of better loéal area data and the formulation of more accurate forecasting
models. There was general agreement among workshop participants that a multidisciplim:

approach to allocation research was best.

Surveys of the Enlistment Process

Studies used survey data to gain insight into the process that influences youth to
enlistli'n a. military service. Two reports from the Navy Enlistment Field Marketing
Expérimcnt were include;d' (Carroll et al.,, 1982). vOne involved the administration of a
survey to youth and to applicants at stages in the enlistment process. The other involved

analyses of survey data to determine homogenous clusters of applicants and motivations.
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Research ﬁndings showed:

° Employment needs rank high as an enlistment motivator. Those out of
school and out of work contmued to the next step in the enlistment process
ata h:gher rate.

o Women progress from recruiter contact to applicant status at about half the
rate of men. '

. Furthering education is a life goal of nearly three quarteis of respondents.

o Of the top life éoals (job‘secun'ty and opportunity for self-development), the
military is not perceived as best able to satisfy these goals.

‘® Segmentation methods were only moderately successful at ldcntxfymg life-
goal characteristics of enlistees.

' +

CONCLUSIONS ON INFLUENCING THE MARKET
Much‘ research has measured .the 'outcomes of recr}jiting programs aﬁd ‘
cnviro‘nme'ntal variables. However, little has been attempted to understand the process.
Would research concentrating pn the secmiting_ prosess as it relates to enlistmentv outcomes
be of value? ‘ Behé\'rioral ;esesrch intb the énlistment accisioh propess has ‘spffered from
a lack of solid areas of application. Perhaps 'private spctor research could point a
direction fcr useful applications in this’ area.
Over the last decade, the military has begp very sszcessful in jnﬂuepcingl high-
quality young men anq women to enh’st: Marketresearch piayed‘an important role in

establishing the efficacy of advertising, educational benefits,. and monetary bonuses in-

‘promoting bright youth to join. Since 1980, the application of marketing principles to

military recruiting has come of age.
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Recruiting ménagcrs will face a very different set of problems o‘ver. the ﬁext 10
years. Planned downsizing of the military, combined with ‘overall budget pressure for
' deficit reduction;x, portends’ Asignifir';nt reductions in recrhiting resources. With the
reductions wiil come renewed interest in resource allocation and productivity initiatives.

Past market research has suffered from a lack of direct utility. Future work must
incorporate sound research with software tecﬁnolngy to produce recruiting management
tools.l Doing more with .less will be the challenge of recruiting inlthe 1990s. Creative and

 practical use of information technology is a key to meeting this challenge.
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Chapter 5 .

RECOMMENDATIONS AND CONCI.'.USI(')NS

Transitioning the military csiablishmcnt to a large péacetime stan;iing force wholly
through volunteers was challengx;ng and complex. Recruiting shifted from a fairly simpie
. mode in which youth, imdér pressure of conscri'pti'on, actively sdﬁght out.recrm:ters to z;
complex mode in which the Services’ recrﬁ_iting c_omim‘mds had to ;:ompete for a
diminishing’ pool of youth who had many options and no pre.s;sure to lead them to

recruiters. |
Recruiting managers drew extensively on the tools of private sector marketing to,
stimulate -the supply of volunteers. The literature on the felativé contribl‘mohs‘ of
"‘advertising and a sale's'forcc, when marketing an intangible, hfgh risk, Ionc;-purchased pro-
duct influenced the structux;e of the recruiting .effort. Planners Boﬁowed from'private,l
sector marketing theory, practice, and exﬁcnise. ﬁe rudirﬁents of a military nﬁahpower
market res;:arch program began to examine the enlistment decision process and eva'uate

recruiting and advertising activities.

Increasingly moré sophfsticatcd market research téchniques have been used to
improve understanding of market conditions, comv;.)eti,tive dynamics, and the desires of
i)rospectiye recruits. OSD and the Miiitary Serviégs .examined the supply gnld demand
sides of thc.marketplace; the relationship between them; the imp_éct on supply of changcs
within the mone‘far};' and non;—monetary aspects of the product; demographic '.vand

psychographic (or !ifeswie)_p'attcms of various ségments of the marketplace; quantitative
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and qualitative communications research; and comparative performance among the
Services. |

There is no doubt that rhilitary market research played a major role in improving
military recruiting success over the last two decades. It brought together the disaggregated
body of market research information to create a better 'undchtanding of what that total
bodv of knowledge could offer the research and user communities. This project has
highlighted the level of effort, particulakly on the part of the Army, in gathering market
information. ' The ssearch has been high qué]i’ty. Most rerommendations, thereforc, focus

* on more global issues about the body of research as a whole and on directions for future

work.

Recommendations

To enhance an already effective _market research program, the project team
recommends the market research program be modified regarding the énalytic process and
approach, areas to be reviewed and app'licétiéns of findings. Recommendaticns include:

Analytic Process and Approach

) Describe variable construction and rationale in sufficient detail to be
replicated.
° Explain the theoretical model and underlying assumptions from which model

specifications and functional forms are derived.
@  Desciibe the rationale for using increasingly complex models and data
structures and demcnstrate their marginal benefits when compared with

simpler formulations.

o Include sufficient statistics to allow thorough evaluation by technical readers.
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Report confidence bands for elasticities and supply projections. Allow for
increased uncertainty as the time horizon of projections increases.

Use more sophisticated statistical techniques (e.g., regression analysis, factor

analysis) to understand the underlying dimensions or theory behind the data,

as opposed to simply reporting percentages.

Ensure that researchers make use of a basic set of éxplanatory variables in
future studies of enlistment supply. At a minimum, the model shonld include

unemiloyment, relative pay, recruiters, Service missions, and measures of

advertising and benefit effectiveness. -

Compile and maintain a consistent data set at the basic recruitfng
organization level and formulate more accurate fore: asting models. These
data would form the basis for testing new estimation methods or adding new
explanatory variables.

Encourage a multidiscipline approach to allocation research.

Research Areas

1

Focus on depth rather than breadth of data collection, in contrast to
answering all questions in every survey (e.g., restrict the Fall wave of YATS

to the vocational decision process, propensity, values, and perceptions; and
. the Spring wave to media habits and advertising awareness/effectiveness).

Conduct more subgroup analyses on important market segments (e.g., low-
prapensity youth, women, minorities, immigrants, and health professionals).

Conduct more research on the vocational choice decision process, possibly
by surveying younger youth. : '

‘Assess the implications. of a more. structured survey of new recruits as

opposed to surveys of the general ‘populatioh.‘

Reconsider the place of veteran data in understanding initial enlistment
motivations. ' ' : C

Conduct more focused work on Reserve Component recruiting.
Aim future advertising research at gaining a better un'derstahding of the roles
that advertising plays in communicatinig to prospective recruits, rather than

just measuring the effectiveness of advertising on producing enlistment
contracts.
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® Analyze the impact of inflation on educational and monetary incentives.
Specifically, conduct an experiment to test the $36,000 Army College Fund
(ACF) and the impact of a small (81,000-33,000), but widely available, en-
listment bonus.

Application

o Prepare an executive summary in non-technical language for all market
research reports. .

®  Accelerate reporting and dissemiﬁating survey findings.
° Expedite the transition from laboratory to the field. Future work should

incorporate sound research with software technology to produce practlcal
recruiting management tools.

CONCLﬁSIONS

Reliable and accurate market information has been the basis for marketing strategy,
evaluation of pricing alteroatives, product development, promotion, and placement of
resources. It has aided in setting objectives and provided the analytic basis for meamngful '
evaluation of marketing programs. Market research has been used to formulate policy,
evaluate program effectiveness, design new product offerings (e.g., enlistment -terms,
prog;'ams, bonuses, college fund), and allocate recruiters, gools, and advertising support.
It also .has provided support to defend recruiting pro.grams in the congrossional ‘
aufhon'zation and appropriétions process..

It is critical for the Deparﬁment of Defense to sustain a strong market research
effort. ,The’l recommendations in this and the associated roanagcment report should assist
OSD and the Services as t.hey strive to enhénce’rec‘rUiting effectiveness in an environment
of "do more with less." Valid, current information on the target market is the key

ingredient in accomplishing that objective.
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APPENDIX B |
Chronology of YATS: Contents & Focus

.Adapted from Youth Attitudes Tracking Study:

Historical Evolution and Characteristics,
- by Michael Laurence and Sue Bridges, 1985
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The Chronology of the Youth Attitude Tracking Study (YATS)

| Males Females - | : -
Wave Date 16-21 22-29 16-21 22-24 Collection Period
1 Fall 1975 3,167 0 0 0 10/27 - 11/29/75
2 Spring 1976 3,008 0 0 0 4/22 - 5/17/76.
3 Fall 1976 5,475 0 0 0 10/19 - 11/30/76
4 Spring 1977 5,520 0 O 0 0 4/11 - 5/28/77
5 Fall 1977 5,280 0 0 0 10/18 - 11/27/77
6 Spring 1978 4,006 0 0 0 1/1 - 6/15/78
7 Fall 1978 5,199 0 0 0 10/6 - 12/8/78
8 Spring 1979 5,203 0 0 0 © 4/15 - 5/27/79
9 Fall 1979 5,187 0 0 0 10/1 - 11/9/79.
10 Spring 1980 5,217 0 0 0 3/31 - 5/9/80
11  Fall 1980 5,111 0 5,252 0 10/17 - 12/10/80
12 Fall 1981 5,201 0 5,213 0 10/21 - 12/16/81
13 Fall 1982 5,993 0 1,251 0 9/20 - 11/7/82
YATS I1
14 Féll 1983 4,948 1,153 01,313 -0 9/12 - 12/21/83
15 Fall 1984 5,058 1,379 1,503 0 8/1 - 9/30/84
16 Fall 1985 5,478 1,180 3,301 0 7/22 - 11/27/85
- [22-201 | |
17 Fall 1986 5,382 1,068 3,191 1,102 7/26- 11/12/86
18 Fall 1987 5,642 1,103 3,448 1,078 7/26- 11/3/87
19 Fall 1988 5,486‘ 1,130 3,271 1,098 7/24- 11/10/88
Wave 1, 1975: (34 day collection)

Sample characteristics: males aged 16 to 21 years, who have never served
in the military and are not currently accepted for military service.
Sampling method: Random Digit Dial (RDD) telephone. No details offered
as to whether this was truly random or whether special procedures were

used to improve efficiency. :
Sampling strata: 200 respondents in each of 13 tracking areas p]us 400
from the balance of the country.
Weighting: Individual weight = Percentage of total estimated military
available in each of 156 cells (13 tracking areas X 6 ages X 2 races
divided by a percentage of total respondents in each cell.

Wave 2, 1976 (Spring (26 day collection)

- Same as Wave 1, on all dimensions.

Wave 3, 1976 (Fall): (43 day collection)

- Sample characteristics: Same as Wave 1.
- Sampling method: Same as Wave 1.
- Sampling strata: 200 respondents in each of 26 tracking Areas.
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‘= Weighting: Ind1v1dua1 weight = Track1ng area weight (Percentage of total

Wave 4,

estimated military available in each tracking area divided by a
percentage of total respondents in each tracking area) X Age/Race
weight (Percentage of total estimated military available for each of
12 Age/Race cells divided by percentage of total respondents in each
Age/Race cell).

19774(Spring1i (48 day collection)

L I |

Wave 5,

Sample characteristics: Same as Wave 1.
Sampling method: Same as Wave 1.
Sampling strata: Same as Wave 3.
Weighting: Same as Wave 3.

1977 (Fall): (40 day collection)

]

Sample characteristics: Same as Wave 1.

Sampling method: True RDD with telephone numbers generated from seed
numbers. : . . .

Sampling strata: Same as Wave 3.

Weighting: Same as Wave 3.

Wave 6, 1978 (Spring): ' (166 day co]]ection),l

Sample'characteristics: Same as Wave 1.
Sampling method: Same as Wave ‘5.

-Sampling strata: Same as Wave 3.

Weighting: Same as Wave 3.

, 1978 (Fall): (63 day col]ect1on)

. wave 7,

Sample character1st1c5° Same as Wave 1.
Sampling method: Same as Wave 5.
Sampling strata: Same as Wave 3.
Weighting: Same. as Wave 3.

Wave 8, 1979 (Spring) (42 day collection)

Wave 9,

Sample characteristics: Same as Wave 1.

' Sampling method: Same as Wave 5.

Sampling strata: Same as Wave 3.
Weighting: Same as Wave 3.

1979 (Fall): (39 day collection)

Sample characteristics: Same as Wave 1.
Sampling method: Same as Wave 5.
Sampling strata: Same as Wave 3.

Weighting: Same as Wave 3. -
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Wave 10, 1980 (Soring): (39 day collection)

Sample characteristics: Same as Wave 1.
Sampling method: Same as Wave 5.
Sampling strata: Same as Wave 3.
Weighting: Same as Wave 3

Wave 11, 1980 (Fall): (54 day col]ectlon)

Sample chdracteristics:
- Males aged 16 to 21 years
- Females aged 16 to 21 years
- Who have never served in the m111tary or not currently accepted for

military service.

Sampling method: Same as Wave 5.

Sampling strata: same as Wave 3. o

Weighting: Household population estimates projected from the 1970 Census
substituted for estimated military available in the formula used for
Wave 3. :

Wave 12, 1981 (Fal1!: (65 day collection) : ,

Sample characteristics: Same as Wave 11.
Sampling method: Same as Wave 5.
Sampling strata: Same as Wave 3.
Weighting: Same as Wave ll.

[ B

Wave 13, 1982 (Fall): (48 day collection)

Sample characteristics: Same as Wave 11.

- The 1,251 female interviews in this wave represent a much smaller
sample than the two previous years.

Sampling method: RDD using the Waksburg/Mitofsky method. This is a two
stage process. In the first stage, calls are made to randomly selected
telephone exchanges. Exchanges that provide a household on the first
number called are designated as clusters. [n the second stage, numbers
are generated within the designated clusters to find additional
households. The sample size was determined by the number of young males
needed (the market of primary interest). In the end, all young males
identified were used in the sample, females and older males were
sampled from a subset -of the total sample.

Sampl1ng strata: MEPS (military entrance processing stations) were used
- instead of tracking areas. MEPS provide standardized units, and are
uniform across the Services. Ninety males were drawn from each of 66
MEPS; the national female sample was drawn by state in proportion to
state population.

Weighting: The sample of males was weighted to reflect the age and racial
characteristics of the total U.S. male population (weighting was
derived from 1980 Census results). Therefore, it was possible to make
inferences about the propensity of separate racial and age groups to
serve in the military.

Individuals were & 30 compared on the basis of their current employment
status. .

]




YATS I1 |
- Wave 14, 1983 (Fall): (100 collection days)

- Sample characteristics:
- males aged 16 to 21 years
males aged 22 to 29 years
females aged 16 to 21 years
could have completed no more than two years of college.

. who reside in households or noninstitutional group res1dences with

telephones in the continental United States.

.= who have never served in the military or not currently accepted for

military service.

College ROTC considered military service and made one ineligible to

respond. High school ROTC not considered military seryice.
individuals were also analyzed and compared on the basis of their

. current employment status. _

Sampling method:

Random Digit Dialing (RDD) using the waksburg/M1tofsky method. CATI Used
for the first time. The different sample sizes needed for each of the
three subgroups. were obtained by randomly assigning the clusters in
the total sample to one of three waves. Interviews were collected from
clusters in the first wave for all three groups, females and younger
male ‘interviews only in the second wave and younger male interviews
only in the third wave.

Sampling strata: ' '

- MEPS (military entrance processing stations) are used. Households
were selected within each of the 66 MEPS in the continental U.S.

Weighting:

- the sample of males was weighted to reflect the age and racial’
characteristics of the total U.S. male population (weighting was
derived from 1980 Census results). Therefore, it was possible to
make inferences about the propensity of separate racial and age
grougs to serve in the m111tary

New ané1yses.

- Exploratory multivariate analyses were conducted that examined the
effects of a set of variables on propensity to join the Services.

- A.market segmentation analysis identified five Recruiting Priority Groups
on the basis of educational status and average grades earned in high
School. These groups were developed for use by recruiters. ‘Five RPGs.
for young males were defined by educational status and average grades
“in high school.




Questionnaire differences:

- Two series of surveys were combined, YATS and RCAS (the Reserve Component
. Attitude Studyz. RCAS began in 1977 to measure the intentions of
young adults (I7 to 26 year old males and females) to join the
'Reserves. Prior ‘to this wave, YATS included general propensity
questions ibout omes' interest in serving in the Active Service or
Reserves, with more specific questions about pay and benefits in the
Active Service.. This wave added more specific knowledge questions
about pay and benefits and specific interest in the Reserves.

- The Lebanon and Grenada incidents occurred during this wave. To study
the effects of these events, the responses from interviews before each
incident were compared with the responses after that incident. (No
effect was found). In addition, a comparison was made of a subsample
who were interviewed before a given event and reinterviewed after the
event ( A positive effect was found). ‘

- Because the male age group expanded to include 22-29 year olds, education
options. are expanded as well. However, an interview was still
terminated if an individual had completed two years of college.

- Asks for specific information on wages, the number of jobs, job duties,

and number of hours worked. , c

Introduces random sequencing of multiple questions (example c-18) but
reduces- answer options from 4 to 2.

Adds more specific questions about the Guard and Reserves. For example,
previous surveys had asked propensity to join, this survey asks
propensity, as well as ‘probes how much they know about pay, bonuses, .
training requirements and advertising for the Guard and Reserves.

Adds section on youths' awareness of advertising, by Service.

Introduces questions about attitude toward one year of mandatory service
for all young men and women and attitude toward increasing taxes to
support such a program. . R '

Adds specific questions about the affect of the bombing in Lebanon and
military action in Grenada on enlistment decision.

Adds three questions on availability of computerized career information
systems within the schools and if such a system includes military
career information. ' :

Wave 15, 1984 (Fall): (61 collection days)

- Sample characteristics: Same as Wave 14.

- The 5,058 young males represent 1,836 callback interviews from the
1983 YATS survey and 3,222 interviews from a "new” sample selected
~in June 1984,

- Sampling method: same as Wave 14. A small number of interviews were
randomly replicated in clusters where all 100 possible numbers were
called but the required number of households specified by the sampiing
design were not obtained. '

- Sampling strata and weighting scheme the same as Wave 14.

Questionnaire Differences: basically the same questionnaire.

- Questions added asking respondents to identify advertising slogans
associated with the four Services. :

- Straight-forward question added asking what-an individual is mest likely
to be doing next year.
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- Quest1ons added regarding propensity to volunteer for an "Individual

Ready Reserve."
- Questions dropped asking if a recruiter referred an individual to a

" recruiter in another Service.
- Added questions about how peop]e "feel" about Service.

Wave 16, 1985 (Fall): (133 day collection)

Sample characteristics: Same as Wave 15, except for call-backs.
Sampling method: Same as Wave 15.

Sampling strata: Same as Wave 14

Weighting: Unable to identify any differences from Wave 14,

Questionnaire differences:

- More detailed skip patterns introduced.

- Questions 551-562 apply only to active duty service and were asked of
all respondents. Questions 571-583 apply only to service in the
Reserves and were asked of all older males and females but only haif
of the young males.

- Dropped a series of questions regard1ng an individual's current work
habits (e.g. hours worked, amount of time looking for work number of
JObS work1ng, job start1ng date...)

WaveALZLAJQBGAIEgIJ): (112 day collection)

- Sample characteristics:
- males aged 16 to 21 years

males aged 22 to 24 years

females aged 16 to 21 years

- females aged 22 to 24 years '

who reside in households or noninstitutional group residences. w1th
telephones. in the continental United States.

could have completed no more than two years of college.

- who have never served in the military or not currently accepted for
military service.

College ROTC considered military service and made one 1ne11g1ble to
respond. High school ROTC not considered military service.

- Sampling method: Same as Wave 15. -

- Sampling strata: Same as Wave 14,

- Weighting: Unable to identify any d1fferences from Wave 14,

New ana]yses

- The use.of full scale multivariate (regression) analyses to increase
understanding of the contribution made by combinations of variables
in predicting propensity for the younger market groups.

~ An expanded treatment of the effect of economic conditions on propensity
for young males and young females utilizing average local unemployment
rates and self-reported employment status.’

~ A new market segmentation approach, for young males and young ‘females
(based on high school status and pred1cted AFQT scores) which replaces
the recruiting pr1or1ty groups used in 1984 and 1985 analyses.
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wave 18, 1947 (Fail): (105 day collection)

Sample characteristics: Same as Wave 17.

Sampling method: Same as Wave 15.

Sampling strata: Same as Wave 14.

Weighting: Unable to identify any d1fferences from Wave 14.

Wave 19, 1988 (Fall): (110 day collection)

- Sample characteristics: Same as Wave 17

- Sampling method: Same as Wave 15.

- Sampling strata: Same as Wave 14.

- Weighting: Unable to identify any differences from Wave 14.

Questionnaire differences:

- Added items focus on respondents' participation in selected militar
events (e.g. band concert, f1repower drill, parade, visit to a ship
and attitudes about a nat1ona1 service program. Selected items about
family composition that were in the 1987 questionnaire were de]eted
in this version. '
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